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PVOS cer sece IN THE WEST. AND FOR THE WEST 





® Cleaner, faster holes 


with less power 


Actual size of 1” bit 
Patent Pending 


® Hardened full length 


Exclusive hollow 


ground point svg onal 


SPEEDBOR ‘“88” Wood Bits 


for 14°’ Electric Drills and Drill Presses 








Hollow ground points (exclusive with 
Irwin) require less power to bore both 
hard and soft woods, plywood, plaster, 
plastics — most any material in which holes 
are normally cut. 


rately spaced to fit conventional 3-jaw 
chucks perfectly. And the “flats” won't mar 
or chew when inserted in chuck jaws be- 
cause they're hardened to last much longer. 


5 < each 


any size 
Dealer Price: $6.00 per dozen 


Sizes markings included on both sides of 
spade-type heads for easy selection. Another 
exclusive Irwin Speedbor “88” feature! 


Cutting action is cleaner, much faster. 
Irwin Speedbor “88” wood bits actually 
cut and clear the chips. 

Made of special high carbon steel 
and hardened and tempered full length for 
longer life. Each Irwin Speedbor “88” is 
also brightly polished for that proud-to- 
own appearance. 


Sizes: 1/4", 5/16”, 3/8”, 7/16”, 
1/42", 9716") ere, tar tO", 
3/4", 13/416", 7/8", 15/46", 1". 


Packaged % dozen per box 


ORDER TODAY! 


Hang-a-bit hole in center of head per- 
mits user to hang one or more bits on wire 
nail or pin. Still another exclusive Irwin 
Speedbor “88” feature. 


Shank fits perfectly in 1/4", 5/16”, 3/8” 
and 1/2” adjustable electric drills and drill 
press chucks. 


mwa Precision ground shank stops run-out 
SPEEDBOR or wobble, All 3 flats on shank are accu- 


wood bits 
ytd, by bts 
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SPEEDBOR ‘88’’ SETS AND DISPLAY MERCHANDISER 





‘ GROUND POINTS 
end faster with less power 
HARDENED FULL LENGTH 


No. 886-R—-set of 6 Speed- 
bor “88"' wood bits in red 
plastic roll. Sizes %", Yo", 
5", ¥%,", Ye", 1”. One to 
box. Weight: 3%, Ib, Dealer 
Price: $3.00 each. Retail 
Price: $4.50 each. 


No. 884-R—-set of 4 Speed- 
bor ‘'88"’ wood bits in red 
plastic roll. One each of 
sizes %", Yo", 4” and 4%". 
One to box. Weight: Y Ib. 
Dealer Price: $2.00 each. 
Retail Price: $3.00 each. 


No. 8811-R—set of 11 in 
red plastic roll, sizes %" to 
1”, One to box. Weight: 
1%, Ibs. Dealer Price $5.47 


lihos'g 


No. 886-M—new type red 
molded plastic Borchest case 
with transparent lid. Each 
bit held in individual 
grooved section and plainly 
visible. Sizes %", Yo", 4", 
4", %y" and 1”, One to 
box. Weight: 3% Ib. Dealer 
Price: $3.00 each. Retail 
Price: $4.50 each. 


No. 8808 — handy plastic 
cylinder case with red screw 
top. Holds 8 sizes compact- 
ly and conveniently. Dis- 
plays perfectly in small 
space. One each of sizes 
%", K,", Ya", 5", Ke", 
%", %" and 1”. Packed 
one to box, Weight: % Ib. 
Dealer Price: $3.80 each 
Retail Price: $5.70 each 


No. 8830 

Display Merchandiser 
Free, colorful metal display 
for wall or counter use. 
Holds 30 assorted sizes—no 
back-up stock. Fits in only 
5%2” of space. Removable 
easel. Free display and as- 
sortment consists of 2% 
dozen Speedbor 88" wood 
bits: % dozen each of sizes 
%", Y", 5" and 4"; “ 
dozen each of sizes %” and 
1”, One to shipping con- 
tainer. Weight: 4%, Ibs. 
Dealer Price: $14.67 each 
Retail Value: $22.50 each 


( 
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1 \, Ibs. Dealer Price $5.47 


the handiest plier for 


your customers... 








THE FASTEST SELLER 
FOR YOU 


SELL THE COMPLETE CHANNELLOCK LINE 


No other plier does so many jobs so well as a 
Channellock 420. That’s why every year more and more 
householders . . . as well as mechanics . . . buy Chan- 
nellocks. Cash in on this growing popularity. Put these 
handy pliers out front for your customers to see... 
reach for ... and try. You'll be pleasantly surprised 
how many times they’ll tell you to wrap it up. Channel- 
lock’s increasing sales record proves that. So make the 
Channellock line your plier line... and let the Chan- 
nellock 420 lead the profit parade in your store. 


creates customer 





CHAMPION DEARMENT TOOL COMPANY 


MEADVAtLEe@e PENNSYLVANIA 





For Details Circle 2 on INQUIRY CARD 



















Red Devil makes -the best scrapers 
in the world — and advertises them 
to 10 million potential customers 
regularly in. Better Homes and Gar- 
dens Popular Science— Popular Me- 
(ol atetot (otemt oet weet ollie) brerchaleretmcbalemertctany 
other magazines. 

This creates a big demand for Red 
Devil Scrapers. A demand that will 
mean a bigger turnover—more profits 
with 40% or: more discount—when 
you sell Red Devil—the world’s num- 
ber one scraper. 


Extra easy storing. All Red 


plow 4 Devil wood scrapers have hole 


drilled in handle for. hanging. 





and these specialties 


CS!—Carbide blade 
lasts 100 times longer. 


Red Devil Super-Sharp high carbon steel 
blades are reversible and replaceable without 
tools or trouble. Blades are available plain 
or serrated—and give you added sales and gee Py oe Mag ~ M - gne one bo 
profits when you stock them. Locks, automatically, open and closed. 


Red Devil Tooks— 
* 
Union, N. J., U.S.A. 
World's Largest Manufacturer of Painters’ and Glaziers’ Tools Since 1872. 


Your Biggest Profit Line 
with 40% or more discount and 
because they sell faster ! 
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No. 14 — Super 
handle — 14” ov 


Pl atiels’.tan: ef 
~ 
Ao, 
ies re 


4 really big 


sellers 









No. 8—Pistol grip is 
reversible—gives added 
power and comfort. a 


No.13—Famovs Red 
Devil Jok-Nife scroper. 


woll 


HANDLES 
THROUGH 


It’s rugged wood that can survive 50 con- ing test they surpassed other brands in 
secutive hours of an alternating pressured warp resistance, splinter resistance and 
stream of water and high degree heat with- weather resistance... for the simple rea- 
out showing any sign of wear! son each Black Beauty handle is exposed to 

That's the record set by BOYCO’s Black H §=©an equally severe processing through which 
Beauty handles. In an independent weather- only the toughest survive. 


SO 


Hand-selected, Grade ‘‘A"’ ash wood Black Beauty j Boyco’s grain-hardening process then requires each 
handles are individually fired in a white-hot furnace handle be steel brushed, hand sanded to perfection, 
to reduce splintering and warping by sealing moisture treated with a secret seal and polished on high-speed 
in the wood and preventing outside moisture from lathes. A careful inspection rejects any handle with 
seeping in. Only the prime wood survives the heat. : the slightest imperfection, passes only the finest. 


BOYCO handles sell! Remember this when placing your next order for delivery from your local hardware jobber, 


UNITED STATES STEEL PRODUCTS 


5100 SANTA FE AVENUE, LOS ANGELES, CALIFORNIA « 1849 OAK STREET, ALAMEDA, CALIFORNIA 
DIVISION 


me st &.p SB TAT ES 6k A 
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The man from Reynolds 
gives you Do-it-Yourself 
Christmas project patterns 
and display material FREE! 








REYNOLDS poi oureox ALUMINU 


promotes an “aluminum” Christmas 


24” x 35” DISPLAY PIECE PROMOTES 


FREE PROJECT PATTERNS ——> s ANT A 


Reynolds Do-It-Yourself Aluminum will 
be an even bigger item this Christmas. 
Free Christmas project patterns Nos. 23 
and 26 are being promoted to your cus- 
tomers through advertising with the local 
impact of Parade, This Week and other 
Sunday magazines in your newspapers. 

Ask the man from Reynolds for details 
on this sure-fire Christmas promotion. 
Get your free project patterns. Tie-in with 
the striking displays and window stream- 
ers. Build and display sample projects. 
Promote Reynolds Aluminum with power 
tool gifts. This promises to be a big Christ- 
man season for aluminum. And Reynolds 
Do-It-Yourself Aluminum leads the way. 
The man from Reynolds will give you this 
free promotional material. All you do is 
ask—or write Reynolds Metals Company, 
2469 South Third Street, Louisville 1, Ky. 


REYNOLDS 


Do-It-Yourself 
ALUMINUM 


See ‘CIRCUS BOY", Reynolds new dramatic series, Sundays, NBC-TV 
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Increase your file turnover...Stock and 
- Display these Nicholson Best Sellers! 








SAW FILES — You can sell lots of Taper files — Regular, Slim, Extra Slim and Double Extra Slim, for saw 
teeth with 5 to 16 points per inch. Fastest moving sizes: 6” and 7”. 





CHAIN SAW FILES — Increasing popularity of this homeowner's power tool is reflected by bigger sales 
of Nicholson and Black Diamond Chain Saw files. They come in Round, Square and Lozenge for every 
chain saw need. 





REGULAR PURPOSE — The Nicholson Mill file is a steady, year-round staple, widely used for metal removal 
and smoothing. Most customers ask for the 8” size. Keep enough on hand. 





WOOD RASPS — With woodworking one of America’s top hobbies, you have a ready-made market for 
cabinet and wood rasps. Build volume by stocking both smooth and bastard cuts. 





Customers buy what they see. Display your files prominently for bigger volume, bigger profits 


t (In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) 


NICHOLSON FILE COMPANY, PROVIDENCE, RHODE ISLAND > 
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EKasver TO CUT 


Mr. Marvin Nelson, The Southern Lum- 
ber Company, San Jose, Calif., proved it 
to himself. After making several cuts on 
four unidentified brands of single-strength 
window glass, Mr. Harris picked one 
brand (marked ‘“‘B’’) as easiest to cut 
every time. That brand was L‘O’F. 28 
out of 30 dealers who have taken the 
“blindfold” test picked L:O-F as easiest 
to cut! 


Easver TO SELL 


This L-O-F label identifies quality glass 
wherever it is seen. People know this label— 
it is appearing 216 million times in 1956 
advertising alone! And every time it ap- 
pears it adds to the already strong prefer- 
ence for L:‘O-F glass. This preference 
means faster, easier sales for you. 


TO MERCHANDISE 


Keep your store name in the public eye. 
This handy envelope stuffer helps your 
sales by reminding customers and pros- 
pects to see you when they need glass to 
fix broken windows. Order WG-19 now 
from your Libbey‘Owens:Ford Distributor 
(listed under ‘‘Glass”’ in your phone book). 
For further information, write to Dept. 
69116, Libbey-Owens‘Ford Glass Com- 
pany, 608 Madison Ave., Toledo 3, Ohio. 





‘the easy-to-cut WINDOW GLASS 


a 
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NATIONAL LOCK 


a 


Pat. Applied for 


f KNOBS AND 
4 e™ ESCUTCHEONS 





New Designs 


broaden selection... 


maintain style leadership 














These new NATIONAL LOCKset knobs and escutcheons 
have been designed with the architect and builder prominently 
in mind. Exquisite beauty and broad selection provide 
unlimited freedom to create striking and original effects. 
Besides, NATIONAL LOCKset is easily installed... time proven 
for quality . . . known for long-term, dependable service. 


America’s outstanding lockset value 


NATIONAL LOCK COMPANY 


tole Gcelae Mm iii tele: : Merchant Sales Division 
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BRINGEPORT REG U's pat OFF CONN. 


FREE CHRISTMAS RIFLE DISPLAY | 
STOPS CUSTOMERS . . . STARTS SALES 


COMES WITH 4 POPULAR REMINGTON 22's Re Lelie. sees 














During the busy season ahead let this colorful Remington 22 















rifle shipper-display take work off your hands and add sales 
to your register. Four fast-selling 22’s come shipped in 
this bright red-and-green unit. They include two model 514 
bolt-action single-shot rifles, one model 512 bolt-action 
repeater and one model 550 autoloader. Just open this 
completely assembled display . . . stand it up and 
you're ready for business. It’s so compact you can spot it 





i, 


any place in the store. Ask your wholesaler for the 
Remington No. 420 rifle assortment and Christmas display 
that costs nothing extra—you pay only for the four rifles. 
Display is 1742” wide, 642” deep, 4412” high. 





« *% as 





—also free with 
rifle assortment 





rt Mice 
REMINGTON 22 RIFLE 





"The Perfect Gift” 
for a Lifetime of Shooting fun 


7% * 





Individual gun- 
stock wraps have WINDOW BANNER 
space for personal 241,"' wide, 9%"" high 
note from the giver. 





this Cooristinas...give @ 
DISPLAY CARD 
Moo RIFLE B12! wis, 10%" bon REMINGTON FIREARMS IN WINDOWS 
a ARE SHOPPER STOPPERS! 
One sure way to get attention for a sales display 


is to feature guns in the show window. Retailers 
find that both shooters and non-shooters are 





These bright red and green extra sales aids 


are packed with every assortment of the four Remington 22’s. strongly attracted by a gun display. Capitalize 
They let you do a complete job of merchandising throughout the on this interest. Show Remington firearms all 
store—from show window to point of purchase. year round in your windows. 
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Are Stocking Southern Screw’s 


HOME-SHOP 
SCREW DEPTS. 


e aS FAST-MOVING Gift Items! 
e aS YEAR-'ROUND Traffic Items! 


e as a MUST” for 
all Home Craftsmen! 


HOTTEST PROFIT ITEM 


IN THE TRADE IN YEARS! 





Look How We're Helping You Sell 
HOME-SHOP SCREW DEPTS.! 


Here’s a duplicate 
of our ad in the 
Shopping Center of 


Sunset 


THE MAGAZINE 
OF WESTERN LIVING 






for 
NOVEMBER 
and 
DECEMBER 


regular space in 
such magazines as 
POPULAR SCIENCE 


NOVEMBER 1956 

















LIST OF “DEPARTMENT” ASSORTMENTS 
HOME-SHOP SCREW HOME-SHOP SCREW 
DEPT. NO. 1. DEPT. NO, 2 


720 Wood Screws 1440 Slotted Steel 
432 Sheet Metal Screws Wood Screws 


200 Stove Bolts with Nuts 
ALL BRIGHT PLATED ALL BRIGHT PLATED 
1552 PIECES WOOD SCREWS—Fiat Head 


WOOD SCREWS—Fiat Head 


he 1 Gross %” Mo. 4 
1 Gross %e" No. 4 i Gress 5%” Ne. S 
1 Gross %%” No. 5 1 Gross %” Ne. 6 
1 Gross %” No. 6 1 Gross 1” Ne. 8 
1 Gross i” No. 8 1 Gree 1%” Ne. 8 
1 Gross 1%” Ne. 8 
SHEET METAL SCREWS WOOD SCREW S—Round Head 
—Pan Head 1 Gross \%” Ne. 4 
1 Gress %” No. 4 1 Gross %” Neo. 6 
1 Gross \%” Ne. 6 1 Gross 1” Ne. 8 
1 Gross %” No. 8 
FOC sS—O 
STOVE BOLTS—Round Head ae See eee ane 
” / 1 Gross 5%” Ne. & 
100 %” No. 3/16 ¥ 
100 1” No. 3/16 1 Gross 1” Ne. 8 
$9.75 $8.75 
RETAIL RETAIL 





4 





If you have not yet stocked your HOME-SHOP 
SCREW DEPTS. No. 1 and No. 2, write, wire 
or phone for RUSH SHIPMENT. 


Se ee 






s 
as 


Home-Shop Screw Depts. Box 1s60.nw 
Southern Screw Company 














6465 Corvette St. i 

Los Angeles 22 t 

' 

[) Please Send H-S No. 1; H-S No, 2 i 

(] Please send me further information on HOME-SHOP HW 

SCREW DEPTS. $ 

[[] Please have someone call. 4 

a 

Name y 

0) Retail 4 

Cc. P y oO Wh + 4 t 

Address 
City Zene State. 

a 


Retailer please supply Wholesaler’s name 


HM HS RN Se oR RR RA TY RD AS) OT A GR EH SI HT RR OS See A 
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STEEL PRODUCTS 











































































































these 




















pile Wa 
Nii trot tt i s- 
PST iti ti iit) |) tC A Ss 4-4-4 __} 4-4 4 
ert tt tt Mi | | les hs jac eee Se SS Se 
4 ah 
4 =t tit 
masini HN ere: : 
STH vm WN oo asec Is Bere - 
Win — oe eae W i g is kee =o i & = 
Hi aeaeee ie = -C-E.C°£ E 
TT] TTT Peal Hs: 
TP RU ein Co BS 
a ____ a J n: . 
Ue 1 |] TA) le 1 ofe nbs 
Me resscssgsecseti ee Mee = 2. 
UPI MMitsaiinaas a 
4 oO) 
bp e ~ = q ° ant 
4 Ni 5S © q 
© rs A 5 \ ~ a a 
‘ 3 s . © S 
U a 7 © — 
q 3 — 
OD . ~ . OC = © 
i a - *' = 4 
J 
q P © = P 0 a 
q . q 
= oi 8 : © = ' ¥ 
2 2 ~ 
* rj \) 
bd U - ‘o heed a 
: 5 S . 
3 So . u * . 
q 5 = 
3 y 7 S 4 
° © ‘= 
) AL . 
: re Q U a ~ S é 
* 2, 
So y ~ y = 
= CS S CS 
© S ro oS -~ S 


























e OAKLAND 


DENVER 


THE COLORADO FUEL AND IRON CORPORATION 

















=cm mnie 
oM S:|b 2:02 
Be] 
Ye ipsct 
Uipsenggs! 
= pega el 








for their DURABILITY 
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3679 


Albuquerque * Amarillo * Billings * Boise * Butte * Casper * Denver * El Paso * Ft. Worth * Houston * Lincoln (Neb.) * Los Angeles 


Oakland * Oklahoma City 


Phoenix 


Portland 


Pueblo 





Salt Lake City * 


CANADIAN REPRESENTATIVES AT: Calgary * Edmonton * Vancouver * Winnipeg 
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San Francisco * 


Seattle 


Spokane 


Wichita 
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The carefully designed com- 
pact construction of this 
merchandiser enables you to 
stock up to 5 dozen tools in 
such a way that customers 
can see and handle them 
easily. Tools are held in 
position securely and yet 
can be inspected convenient- 
ly and quickly. 

The fact that this mer- 





chandiser doubles as a dis- 
play and a stock rack enables 
you to move your garden 
tool department to the front 
of the store during heavy 
buying seasons for maximum 
sales. This efficient unit is in 
keeping with all the latest 
trends in proven methods of 
displaying and selling more 
garden tools, 


MATCHED TOOL ASSORTMENT AND QUANTITIES OF EACH 


3 ADW Dandelion Weeder 

3 AFSH Floral Scuffle Hoe 

3 A3SC 3-Tine Cultivator 

3 AW7 Warren Hoe 

3 A4D Ladies Spading Fork 

3 ASTO Square Top Onion Hoe 


& AFSD Floral Shovel Double Handle 


& AG6 % Field and Garden Hoe 
3 AFTSH Turf Edger 





©. AMES CO. 


Division of McDonough Co. 
Parkersburg, West Virginia 


3 ASGW Weed Whip 

3 AFS3 2 L. H. Floral Shovel 
3 AFHS5 Floral Hoe 

3 AFGS Floral Garden Spade 
3 Al4C Garden Rake 

3 ATR8 Floral Rake 

3 ATLDA Spading Fork 

6 AI4RB Round Bow Rake 


















OLDS UP 10 
—-ODOZEN 
TOOLS 
IN ONLY 


As 
; 
/ 


(ae Re 





Eastern Zone’ Western Zone 
5 Dozen Ames tools 
as listed on this page 








—Retail Valve $169.80 $174.75 
Ames portable 

merchandiser #ATM $ 40.00 $ 40.00 
Total Value $209.80 $214.75 
Regular Dealer Cost $153.20 $156.50 


If ordered by Dec. 15, 1956 $113.20 
(Delivered 
Freight Prepaid) 
Spring dating applies to this offer. 


For full details call your Ames distributor or fill out 
the coupon below. 
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Shovels that built America ! 


Ames shovels have helped mold 
American history. They were used 





PONY 
Model 203—Solid Shank 
Your assurance of the best in in digging trenches at Bunker Hill, 
a solid-shank shovel. The in constructing the Erie Canal, 
blade shank and socket is 
forged from one solid bar of building the first railroads, shaping 
steel. The blade is tempered 
to give proper hardness and 
ductility. Pony solid shank shovels accompanied Byrd and 
shovel blades are uncondi- 
tionally guaranteed. Handles 
are of selected Northern ash played a prominent part in every 
with Burntcote finish. 


a nation out of wilderness. Ames 


Peary on their Polar expeditions, 


American war. For 182 years Ames 





shovels have been the symbol of 
quality and dependability. 








AMES BUILDS BETTER AND MORE SHOVELS THAN 
ANY OTHER COMPANY IN THE WORLD 


because Ames has always been dedicated to uncompromised 
quality in materials and construction. 


because Ames consistent product performance has led to strong 
customer loyalty. 


because Ames shovels backed by the greatest pool of shovel mak- 
ing know-how in the history of tool manufacturing. 


because Ames sells on facts and established reputation rather 
than flashy claims. 


This is why Ames is the largest shovel manufacturer in 
the world . . . and still growing! When it comes to proven 


shovel quality buy Ames with the full assurance that you 
are getting the very best. 


oO. AMES COMPANY 
Division of McDonough Co. 
Parkersburg, W. Va. 


h 
AMES 
Since 
1774 
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WASHING 





——By N. R. REGEIMBAL 


Chilton News Bureau, Washington, D. C. 


FORECAST: More Growth in 


OR businessmen, the West is 
still a frontier—a dynamic, 
growing, lusty land with tre- 
mendous expansion and pros- 
perity lying at every turning. 
The exciting growth of the past 
50 years will be doubled and re- 
doubled in the next half century. 
The Federal Government will 
at times fumble and pinch the 
natural growth of the West, but 
in the long run will be a partner 
in the development of the new 
mode of living that is the West. 
Government economic fore- 
casters provide some interesting 
views of what’s in store for 
Western business. Population 
growth in the next 20 years na- 
tionally will add 55 million new 
customers by 1975, and if past 
percentages hold, the West will 
absorb about 25 percent more 
than other areas of the country. 
Natural migration to the West 
will step up. Industries will con- 
tinue to move from the con- 
gested areas of the East to the 
“wide-open” areas. 
Employment and income both 
are on the way up. There are 
now some 65 million people 
working. In 20 years, the figure 
will hit 80 million or more. But 
the trend is for shorter work 
weeks, and higher pay, so leisure 


14 


time will grow rapidly and the 
markets for sporting goods, 
backyard equipment, travel 
equipment, home modernization 
materials, and the thousands of 
other leisure time items will 
blossom. 

Small business is again com- 
ing into its own, securing more 
and more protection from the 
hard-fisted competition of the 
massive firms. In the future, 
more and more of the inequities 
small firms now suffer under 
will be removed. 


In 1957, several concrete steps 
toward smal business relief will 
be taken. Excise tax and depre- 
ciation laws will probably be 
eased. Some tax break for the 
smaller businesses may be 
granted. 

Over the long run, taxes are 
about the only business problem 
which wont improve materially. 
Some reductions — assuming a 
continuation of the cold war for 
another 40 years as predicted— 
will be voted from time to time 
as business velocity increases. 
But the high cost of maintaining 
a huge defense establishment, 
and the growing civilian activ- 
ities of the Federal Government, 
will keep taxes fairly high. 

Stepped up reclamation activ- 
ity in the West by both state and 


the West 


federal authorities is on the 
horizon. As population pres- 
sures increase, more and more 
funds will be used to harness 
rivers, irrigate now arid lands, 
increase power production and 
use. All of the projects will open 
new vistas for the Western bus- 
inessman. 


New super highways will soon 
be girdling West, bringing new 
customers shopping easily and 
quickly. The economic impact 
of billions of dollars worth of 
new highways will be another 
push which will bring today’s 
gross national product (total of 
all goods and services produced) 
of $400 billion to near $600 bil- 
lion in 20 years. 

Farm income is and will con- 
tinue to be, a problem for the 
West as elsewhere. Droughts 
and floods, too, are problems, 
but new programs and natural 
balancing forces will tend to de- 
crease them in the future, most 
economists believe. 

The outlook for the West is 
bright. Following are statements 
of a representative group of 
Western Senators, written espe- 
cially for HARDWARE WORLD’S 
golden anniversary issue, in 
which they voice their views and 
plans for the West. 
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Scams 





X25 ON Sia 


tak 


your pick, gentlemen 


HYDE helps you get more of 


those extra sales and profits 


in your store 


new 


small size 


CARDOSELLS 


counter or wall 
fixtures featuring 
self-serve 
individually carded 
fix-up, paint-up tools 


THEY'LL DO A 
SELLING JOB 
ON YOUR 
CUSTOMERS 





CARDOSELLS * 


. 

paint scrapers 
No. C107 Fixture Assortment 
V4 doz. C86 Combination Scroper- 
Sanders 
V2 doz. C85-11/2"' blade. 
V2 doz. C83-2'/2'"' blade 
Red Knob Scrapers 
Extra Blades—1 dozen 11/2" size, 
2 dozen, 2'/2" size 


SALES LIST $39.75 
40% DEALER PROFIT 15.90 
cost 23.85 


YELLOW FIXTURE FREE WITH 
THIS ASSORTMENT — 

SIZE 18” x 222" 
TOTAL SHIPPING WGT. 12'/ LBS. 


a 


ae 





" CARDOSELLS 


>. . 7 
joint knives 
No. C108 Fixture Assortment 


1/6 doz. K.S.10" dry wall joint 
cement spreader '/2 doz. C2E-4"’, 
C2E-5", C2E-6"', joint knives or 
woll spreaders 


SALES LIST $43.76 
40% DEALER PROFIT 17.50 
cost 26.26 


GREEN FIXTURE FREE WITH THIS 
ASSORTMENT—SIZE 18" x 22/2” 
TOTAL SHIPPING WGT. 101/2 LBS. 


CARDOSELLS 


* J > 
joint knives 
No. C108 BH 

Fixture Assortment 
146 doz. K.S.10" Spreaders '/2 
doz. CBHE.4'' — CBHE-5'', CBHE. 
6" Brass Hommer-Head dry well 
joint knives on gold tone cords. 


SALES LIST $49.16 
40% DEALER PROFIT 19.66 
cost 29.50 


BLACK AND GOLD FIXTURE FREE 

WITH THIS ASSORTMENT — 
SIZE 18° x 2242" 

TOTAL SHIPPING WGT. 11 LBS 








CARDOSELLS 


putty knives - scrapers 
No. €106 Fixture Assortment 


Y doz. C2E-1%2", C2S-1%2", C2E-3”, 
C2S-3", C2€-4", C3E-1%4", C3S-1%4", 
C3E-3"', Blue Diamond ond Black & Silver 
Putty Knives and Scropers. 


SALES LIST $52.20 
40% DEALER PROFIT 20.88 
cost 31.32 


GREY PUNCHBOARD FIXTURE FREE WITH 
THIS ASSORTMENT — SIZE 19 x 33” 
TOTAL SHIPPING WOT. 16 LBS 





HYDE MANUFACTURING CO. 


SOUTHBRIDGE 
MASS., U.S.A. 
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WASHINGTON NEWS for WESTERNERS 





Comments from 
Western Senators on 
Development of the West 


By Senator Frank A. Barrett 
of Wyoming 


My congratulations and best 
wishes to HARDWARE WORLD on 
its Golden Anniversary. The im- 
portance of the fiftieth birthday 
of a magazine such as HARD- 
WARE WORLD is recognized when 
one realizes the State of Wyom- 
ing is only 16 years older. 

No one can deny the outstand- 
ing progress of our country in 
the mechanical field in the last 
half century. The scientific 
changes witnessed by our old- 
time neighbors over that period 
of years are astounding—the 
widespread use of the telephone, 
the phonograph, the automobile, 
electric light and power, the air- 
plane, the radio, television, the 
atomic bomb and, now, the hy- 
drogen bomb. Each of these de- 
velopments has exerted a tre- 
mendous influence on the lives 
of men and, in turn, on our 
country and on the community 
of nations as well. 

I am sure that changes during 
the next quarter of a century or 
less will have a profound effect 
on the Mountain States and, in 
my judgment, this will be all for 
the better. Agriculture has been 
our basic industry. The econ- 
omy of the West has been based 
primarily on livestock. Our cat- 
tle and sheep are nature’s chief 
contribution to our economy as 
a free-labor force gathering and 
processing the grass on the hills 
and valleys of the West. Our 
Western States are blessed by 
an abundance of natural re- 
sources which will result in 
the transformation of the West 
from an agricultural to an in- 
dustrial empire. We have more 
coal in the Mountain States than 
in all of Europe combined. The 
extraction of tar from our coals 
to obtain the chemicals contained 
therein and use of the char for 
the generation of power will aid 
materially in bringing industrial 
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plants to the West. Private in- 
dustry can supply the power 
under a partnership policy to 
firm up the hydroelectric power 
development on Federal Projects 
such as the great Colorado River 
Basin and the Yellowtail Pro- 
jects. 

I have supported legislation 
that will encourage the location 
of new industrial plants away 
from the heavily concentrated 
areas in the East and into dis- 
tricts similar to the Upper Col- 
orado River Basin area. The 
largest oil shale deposit in the 
whole world is located in the 
States of Colorado, Wyoming 
and Utah. This deposit will yield 
more oil than the fabulous pro- 
ducing fields of the Middle East. 
The tremendous deposits of oil 
shale and coal in the Mountain 
States constitute an insurance 
policy for the protection of 
America for the next two hun- 
dred years or more. I have con- 
sistently promoted Federal ap- 
propriations for research and 
experimentation in the reduc- 
tion and refining of oil shale. 

In my judgment our rich coal 
resources together with our 
fantastic oil shale deposits con- 
stitute a slumbering giant that 
can only mean tremendous 
growth and development in the 
Western Empire. 


B Senator James E. Murray 
of Montana 


Federal dams and irrigation 
projects in the West have been 
a boon to our entire national 
economy. They have increased 
income and demand for every 
variety of goods and services. 
They have stimulated the volume 
of existing businesses, created 
new industries and new oppor- 
tunities for independent busi- 
ness. 

In the coming session of Con- 
gress, I intend to propose the 
initiation of several new projects 
which will provide new supplies 
of low-cost power for new in- 
dustries. We are behind sched- 
ule. There have been no new 
power starts in the West for 
three years. Several industries 


are at the counter waiting for 
such energy sources to get 
started. 

Additionally, the new power 
is needed to supply the increas- 
ing demand of rural electric co- 
operatives for energy for all- 
electric farms. 

I expect to devote much en- 
ergy to getting Western devel- 
opment projects, particularly in 
the Missouri and Columbia river 
basins, cranked up and going. 


By Senator Gordon Allott 
of Colorado 


All business in the United 
States, small, medium and large; 
Eastern, Western or Southern 
needs a government in Wash- 
ington in which it has confi- 
dence. That is, it needs a gov- 
ernment which recognizes the 
common sense of a_ balanced 
budget and the desperate need 
for reducing the size and scope 
of the Federal monster we have 
created. If we can eliminate 
fiscal irresponsibility and con- 
tinue to reduce the fear of war 
and depression, business gener- 
ally can look forward to con- 
tinued expansion and even bet- 
ter times than it knows today. 

The businessmen of no area 
are in a better position to cash 
in on a period of continued ex- 
pansion and prosperity than 
those of the Western United 
States. Here the population 
growth is even more phenomenal 
than elsewhere. Here the tour- 
ist migration is at its zenith. 
Here the natural resources are 
most abundant. Here, in the 
West, the only limitation on 
a continued healthy business 
growth is water. 

As a Senator from the great- 
est of these Western states, 
cool, colorful Colorado, I shall 
continue to expend every energy 
toward the development of the 
water resources of this area in 
partnership with private busi- 
ness for the greatest benefit of 
the people of the entire nation. 
I shall also continue to press for 
realistic, common-sense policies 
with respect to agriculture and 
mining, which industries con- 
stitute the economic basis for 
the wealth of the West. 
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NEW MILLERS FALLS V-LINE HAND TOOLS PROVE 
OUTSTANDING PROFIT MAKERS FOR 








FREE SALES AIDS help to promote your 
store, increase your sales of V-line tools 





Display Cards, in same 
block, red, and yellow of 
the Merchandising Unit, tell 
customers that you carry this 
nationally-known brand — 
Millers Falls V-Line Tools. 


¢ TOOLS 
yrbineg 





Consumer Catalog, in 
V-Line color scheme, pic- 
tures and describes entire 
line. Makes an attractive 
counter giveaway, or can be 
folded and mailed. 


Pressure-Sensitive Decals 
are eye-catching reminders 
to buy V-Line tools from 
‘ou. Some small, some large, 
just press them into place 
on windows, doors, walls. 








Radio Commercials, brief 
but convincing, get the V- 
Line message to mass audi- 
ence at low cost. Three one- 
minute scripts available. 





sowegupes Ad Mats, on 
each of the 25 most popular 
V-Line tools. Provide an 
easy, effective way to ad- 
vertise both the V-Line and 
your store. 








TV Announcements offer 
the most dramatic form of 
advertising available today. 
Three one-minute scripts are 
available, to use on your 
local stations. 











FOR VALUE AND \/OLUME. .. IT’S \W-LINE 
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DEALERS EVERYWHERE 


Introduced only a short time ago, V-Line 
tools are winning acceptance rapidly. Cus- 
tomers appreciate V-Line value — profes- 
sional quality tools at popular prices. And 
dealers recognize the superior advantages of 
V-Line merchandising for volume and profits 
in today’s mass-market selling. 

The compact, colorful (black, red, and 
yellow), V-Line Merchandising Unit, shown 
above, effectively displays for impulse buying 
an assortment representing 75% of all hand 
tool sales. And each V-Line tool is of tradi- 
tional Millers Falls quality, and selected for 
its customer appeal and fast turnover. 

As so many others are doing, let V-Line be 
the heart of your hand tool department. Full 
details may be obtained from your jobber, 
or write direct. 


MILLERS FALLS COMPANY 


Dept. HW-12 
Greenfield, Massachusetts 






17 





By realistic policies I mean 


those that will encourage in- 
Se TA N L - Y Hardware dividual initiative and eliminate 
| all government operations, regu- 
lations and controls that are not 
absolutely essential. I am par- 
ticularly interested in helping to 
develop a constructive long- 
range policy for the effective 
development of the West’s great 
resources of oil shale and strate- 
gic mineral resources which are 
so vital not only to the economy 
of the West but to the defense 
of the nation. 








By Senator Arthur V. Watkins 
| of Utah 


Our growing Western States 
| may look forward confidently to 
| 1957. In an atmosphere of un- 
rivaled general economic well- 
being in America, Western busi- 
nessmen — in cooperation with 
the national, state and local ad- 
ministrations — must plan bold- 
ly, carefully and in long-range 
terms. Government, as Lincoln 


This new hinge pin is suggested, should aid the people 


collectively to accomplish that 


Patent applied for | 





e 3 | which they cannot do for them- 
guaranteed not to rise! selves, | 

— In our way of life private 
enterprise assisted by an alert 
Government is the best hope of 





You just tap this new hinge pin in. It positively will not rise progress, and it is for Govern- 
above the hinge. To be removed, it must be tapped out. ment to maintain as nearly as it 

But while the pin stays in place vertically, it’s free to re- can conditions for the flowering 
volve around, distributing wear evenly and adding years to of that enterprise. Now, buying 


the efficiency of the hinge. a home — for many of our citi- 
zens, young and old — consti- 
tutes a most difficult problem. 
| Based on favorable experience 
with our war-veterans’ mort- 
gage-loan programs, I favor ex- 
tension of legislation assuring 
more widespread home owner- 
ship. Based on significant gains 
| being made in getting capital 
See how shoulder seats Pin must be tapped out! | and credit facility in the hands 
firmly in groove! | of our small businessmen I favor 


legislation supporting the Small 
The new hinge pin is made for all Stanley’s 241 hinges, Business Administration. Our 
round and square cornered — no change in prices. It’s ES ETE ee t 
another “first” on the Standard of the World. [a eer eee 

curement program can be facili- 


Remember... Three Hinges to a Door tated and expanded administra- 


tively with proper legislative 




















aid. 
Get full details for your building I believe we may simplify tax 
ee ae ae eed C T f\ N | Y structures to attract equity capi- 
Works, 43N Lake St., New Britain, E tal and lessen the burden of in- 


Connecticut 





| heritance problems. Personally 
I welcome suggestions from 
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Everybody 
K, lovesa 
‘i, winner! 


Y ({ Success makes a profitable partner. That’s 
why more dealers are hanging out the 
sign that says,“USS Products Sold Here.” 
They know they’re keeping company with 
a winning combination: USS Fence, USS 
Roofing and Siding, USS Baling Wire and 
USS Nail-Paks. 

But winners aren’t made overnight. In 
the case of sales champs, it takes a repu- 
tation for quality and a lot of hard-hitting 
advertising and merchandising. United 
States Steel Farm Products have all these 
—and that wins business for you! 





United States Steel Products 
for more profitable farming 


United States Steel Corporation + Columbia-Geneva Steel Division 


MANET ew... STATS Ss. 37 £ EL 
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| businessmen as to new legisla- 
q Arlas Handiest, best-selling tive needs. Small or large, 
! PACKAGED NAILS! || ‘ovcther in cooperation with 
Washi 
“54 POUNDER” Wales “gett wpente. cal 
needed service during the un- 
precedented area of progress 
| PACKAGED 
NAIL DEPARTMENTS 


that lies ahead. 
ae vers 


. -- complete stock, 
yet only 1114” x 12” 
















By Senator Dennis Chavez 
of New Mexico 


I welcome the opportunity to 
make this short statement to 
the subscribers of HARDWARE 
WORLD. 

The industrialization of the 
West is something that is going 
to occupy not only myself, but 
the members of Congress from 
the other western states on an 
accelerated scale. We have hard- 
ly scraped the surface in the de- 
velopment of our natural re- 
sources. These are the natural 
treasures which may become the 
economic treasures for the vari- 
ous states in the way of ex- 
panded employment opportuni- 
ties and our economic growth. 


By Senator Wayne Morse of 
Oregon (Excerpted from recent 
speeches) 


“Our state and the adjacent 
region are blessed with rich 
resources, principally flowing 
water and timber, which must 
be developed for the maximum 
benefit of all groups. 

“Small independent business- 
men and farmers cannot (afford 
high interest rates and short- 
ages of credit funds). Nor can 
consumers. High interest rates 
have discouraged home buying 
and building. Construction has 
fallen from a rate of 1.4 million 
units to 1.1 million units in 
1956. This means, among other 













CO 


... self-service means 
fast turnover 






Exclusively Atlas! 
Atlas Packaged Nails 
ere stacked like tooth- 
picks, not poured, into 
each sleeve box . . 

take 50% less space 
than other brands. 
Actual size 312” x 3”. 


Atlas leads the field, puts you out in front, with these “54 Pounder” Packaged . 
Nail Departments, one each for common, finishing and box nails. Each undersirable results, less lumber 


display-type carton contains 36 well-marked individual sleeve-type boxes, sold for housing. Farmers and 


totalling 54 pounds, of your best-selling sizes. Designed to catch the eye, 


businessmen need credit on rea- 
and make ’em buy. Order today. 


sonable terms to finance equip- 
ment, modernization, expansion 


and inventory. Lost sales mean 
Ari TACK | Sacred mason mem 
@), CORP. lost consumer purchasing power. 
e FAIRHAVEN, MASS. * HENDERSON, KY. ee —_ 
20 





I have worked in the Senate for 
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Now, for the first time in Melamine Dinnerware... 


Patterns On Cups 
Bowls and Service Pieces 


as well as flat surfaces 
















a Exclusively in Prolon’s 
i 
me Sa 










Introducing 


FOUR OUTSTANDING 
NEW PATTERNS 

by 

SCOTT WILSON 


Foremost Industrial Designer 





“Oriental Poppy” “Chanticleer” 


@ Four new, modern patterns for bigger sales, more @ In the same fine Melmac® quality and award-winning 
compelling display. contemporary designs that have made Prolon’s 


“Florence” the leader in Melamine Dinnerware. 


@ In fresh, glowing colors, on luminous, translucent 


white, available in Cups, Saucers, Dinner Plates, | @ Stock and display the new “Florence” patterns for 
Bread-and-Butter Dishes, Bowls and Serving Pieces. more sales of open stock pieces and complete services. 


Prolom DIVISION, PRO-PHY-LAC-TIC BRUSH COMPANY, FLORENCE, MASSACHUSETTS 
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Here’s your free TOOL-UP TIME kit for 1957 


ANOTHER 


TOOL-UP TIME 


ANOTHER 


TOOL-UP TIME | 


ANOTHER ff | 


TOOL-UPTIME [A 


VALUE 


Its tool-up time’ 


ANOTHER 


TOOL-UP TIME 


VALWE 


ANOTHER 


TOOL-UP TIM ! 


VALUE 


ANOTHER 


TOOL-UP TIME | 


VALUE 


wits TRUE TEMPER. 





ee ‘ 
TRUE TEMPER 
Quality Tools 


. Were headquarters 
for 


—_L/ TRUE TEMPER 





Look! It’s a new dealer-designed window trim kit 


Tulip blooms signal the beginning of TOOL-UP 
Time, largest company-sponsored garden tool pro- 
motion in the industry. Dealers from all parts of 
the country who have taken advantage of this 
True Temper promotion for the past four years 
report sales increases up to 76% . 

Your TOOL-UP Time package this year is 
primarily a window trim kit designed according 
to suggestions of thousands of dealers. It’s a four- 
color beauty, which when opened to its full 7-foot 
width makes a perfect traffic-stopping display for 
all your True Temper garden tools in stock. It 
can also be used effectively in a store corner—right 
on the floor. Or, the fences can be shortened to 4 
feet to make a counter display for smaller tools. 

And there are shelf-edge banners, eye-catching 
pennants, “Tool Facts’ booklet, product infor- 
mation cards, newspaper ad mats. . . all designed 
to help you sell more, profit more. 

TOOL-UP Time is backed by a tremendous 


advertising program to your customers through 
the pages of the foremost house and garden mag- 
azines. Over 18-million garden-minded homeowners 
will be covered. 

Best of all, the kit is FREE to you. Order yours 
now. Write direct or contact your wholesaler sales- 
man. Take advantage of this tremendous promo- 
tion to boost your garden tool sales. True Temper 
Corporation, 1623 Euclid Ave., Cleveland 15, Ohio. 


ORDER A COMPLETE 
TOOL DEPARTMENT 


Ask your True Temper whole- 
saler salesman to tell you about 
the profit-making M72, C72 
or $72 units which give you 
your choice of a display stand, 
clock or sign—FREE. With 
your order of any one of these, 
you automatically receive your 
TOOL-UP Time kit FREE. |, 





TRUE TEMPER, «0 G « toes 
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A Kind of Insurance You Can't Buy 


In good times and in bad times—in times of 
prosperity or local emergencies, in wars or 
recessions—your wholesaler’s concern is always 
basically the same: to provide you with a kind 
of insurance that protects your business inter- 
ests. You no doubt have fire insurance, credit 
insurance or others protecting these phases of 
your business-—-but there are few policies which 
offer as much protection as the policy based on 
your business relationship with your wholesaler. 
He represents an insurance policy without a 
premium or cost to you. 




















Specifically, your wholesaler provides you 





protection against unbalanced supply and 
demand, fluctuations in prices, delays in ship- 
ping, too-heavy inventories, or extra overhead. 
Your wholesaler’s pooled resources are in con- 








stant action to stabilize these factors that result 


in a protection for you that no other type of 
insurance policy can offer. 


It is important for you to consider the quality of 
the merchandise your wholesaler furnishes, and 
it is equally important to realize that his services, 
which are typical of wholesalers everywhere, 
include this type of protection policy that insures 
your future business growth and profit. 








Watch for other advertisements by Grabler on how your wholesaler helps you... 


Warehouses: 


New York ¢ Philadelphia 
Atlanta ¢ Pittsburgh 
Cincinnati * New Orleans 
Dallas ¢ Chicago * St. Louis 
Minneapolis * Denver 

San Francisco * Los Angeles 

















GRABLER 
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Manufacturers of the Square “Gee” Line of Pipe Fittings 


The Grabler Manufacturing Co. 
6565 Broadway, Cleveland 5, Ohio 
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background to the editor. 
in subsequent issues. 


B. J. JARRETT 
8B. J. JARRETT HARDWARE CO., INC. 
PHOENIX, ARIZONA 

Veteran hardware man, B. J. Jar- 
rett, owner of the B. J. Jarrett Co., 
Inc., has served the hardware industry 
for 50 years. 


MR. D. W. HOUSELY 


BOWEN'S HARDWARE 
FULLERTON, CALIF. 


Mr. Housely has completed 50 years 
in the retail hardware field, most re- 
cently with Bowen’s Hardware, Ful- 
lerton, California. 


GLENDALE HARDWARE Co. 
GLENDALE, CALIF. 

The store was opened on April 1, 
1906, by E. V. Parker and Jared Wen- 
ger. The sole owner now is C. Dolliver 
Webb, who started in the business in 
1918 when his father, James Webb, 
owned it. The elder Mr. Webb retired 
in 1944, 

In 1946 the firm was moved into 
its fourth location with a 75 x 100 
foot sales area and about the same 
amount of warehouse space. 


GRASS VALEY HARDWARE CO. 
GRASS VALLEY, CALIF. 

After more than 100 years in the 
hardware business, the Grass Valley 
Hardware is now entering its second 
century. Founded by Edward Mc- 
Laughlin in the early 1850’s in Grass 
Valley, it was destroyed by fire in 
1854 and was then moved to the pres- 
ent location on Mill Street. After 
passing through many hands the busi- 
ness was taken over in 1906 by Samuel 
Jones, and in 1910 by his son, Alvon 
T. Jones, who has managed the store 
for close to half its lifetime. 


THE GROTTHOUSE HARDWARE CO. 
HIGHLAND PARK, CALIF. 


H. H. Grotthouse came to Highland 
Park in 1905 and formed the Grott- 
house Hardware Company. In 1943 
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the store was sold to Asa C. Burbidge, 
present owner. 


JOHN J. KEHRES 
ARROW HARDWARE CO. 
MENLO PARK, CALIF. 

Mr. Kehres started in the retail 
hardware business in Chicago in 1904 
and 38 years ago went into business 
for himself in Chicago. Seven years 
ago he became a partner in Arrow 
Hardware. 


PAUL ROMPAGE 
ROMPAGE HARDWARE 
HOLLYWOOD, CALIF. 

In the year 1903 Paul Rompage 
went to work as a delivery boy for 
a small hardware firm at 345 Spring 
Street, Hollywood, Calif. Eleven years 
later he opened his own business at 
554 Hollywood Blvd. He continues 
to operate this business from the 
same location. 


J. WILLIAM RYAN 
MENO PARK HARDWARE CoO. 
MENLO PARK, CALIF. 

Mr. Ryan started in 1906 as an 
order clerk with Dunham, Carrigan 
and Hayden, San Francisco wholesal- 
ers. He started his retail hardware 
store in 1924 in Menlo Park. He 
moved to a new modern store in 1951. 


PALO ALTO HARDWARE 
PALO ALTO, CALIF. 

W. B. Allen received his start in 
the retail hardware business as a $40 
a month clerk in his cousin’s store in 
Redwood City. He established his own 
hardware store in 1903, at 278 Uni- 
versity Avenue, Palo Alto, the pres- 
ent location. In 1953 he retired, and 
David Haight was named as his suc- 
cessor. 


D. E. NEWBERT 


SIMMS HARDWARE COMPANY 
SACRAMENTO, CALIF. 


Mr. Newbert has been in the re- 
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WESTERN HARDWARE 


FIFTY-YEAR CLUB 
Members 


HARDWARE WORLD on its 50th anniversary is giving recog- 
nition to Western Hardware persons or firms who have served 
the field for 50 or more years by establishing the Western Hard- 
ware 50-year Club. The following list is not complete. Anyone 
who qualifies should send their name with complete business 
Other new members will be listed 





tail hardware business for 50 years. 
Eighteen of those years he spent with 


Simms Hardware Company, Sacra- 
mento, California. Before joining with 
Simms Hardware he was associated 
with the Kimball-Upson Company in 
Sacramento, which is no longer in 
business. 


TURNER HARDWARE COMPANY 
SACRAMENTO, CALIF. 


In the year 1875, Theodore Turner 
bought a partnership interest in the 
Wood and Brown hardware firm on 
Ninth and H Streets. The partnership 
was dissolved a few years later and 
Mr. Turner went back to the Ninth 
Street address with Charles Rice and 
formed the Turner Hardware Com- 
pany. Over the years it has grown 
to include eight stores located in 
Modesto, Stockton, Oakdale, Merced, 
Tracy, Manteca, Lodi and Escalon, 
Calif. John P. Turner and Mrs. G, A. 
Grenfel, son and daughter of the 
founder are the company’s present 
principal owners. 


PORTER HARDWARE 
SAN FERNANDO, CALIF. 


Store was founded in 1897 and has 
been in the same location and has 
operated under the same name con- 
tinuously. It is now under the owner- 
ship of Sid Frank. 


CHAS. BROWN AND SONS 
SAN FRANCISCO, CALIF. 


Celebrating 99 years in hardware 
and home furnishings, the pioneer 
firm of Chas. Brown and Sons was 
founded by Charles Brown, who 
started in business by making tin 
roofs and gold pans for early-day 
miners. Shop was destroyed by the 
1906 fire and quake and firm’s quar- 
ters were temporarily moved to Van 
Ness Avenue, and in 1908 to the pres- 
ent Market Street address. Firm is 
headed by S. Walter Newman. 


Continued on Page 89 
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60-TON AUTOMATIC NUT FORMER eeports for duty at our Los Angeles plant. This machine shears a nut blank and forms 








it into shape automatically in a series of cold-forging operations. It produces nuts in sizes from 54 to %4 in. Besides being more accurately 
shaped the nuts have improved physical properties due to the cold-forging process. 


We make them the modern way 


If you walk through our Los Angeles 
Fastener Plant, you'll note that most of 
the machines have been installed within 
the past few years. At our plants in 
Seattle and San Francisco you'll see 


FASTENERS ARE HEAT-TREATED continuously in this ultra-modern, radiant- 


plenty of evidence of the same program 
of continuing improvements. 

Modern, automatic machines, turning 
out accurate, well-formed bolts and nuts, 
will catch your eye. You will also see a 





tube furnace. After the heating cycle, fasteners are quenched in oil or water. Then they 
are washed prior to tempering. This equipment at our Los Angeles fastener plant helps to 
meet the growing demand for heat-treated bolts and cap screws. 
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BETHLEHEM PACIFIC 
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variety of highly specialized equipment. 
And there's seldom a time when you 
could visit one of our plants and fail to 
see a crew of skilled workers busily en- 
gaged in some kind of modernizing 
project. 

It's a never-ending program because 
we're always looking for ways to do 
every job better. Making better fasteners 
is our aim. That's why we're going to 
keep on increasing the range and versa- 
tility of our production equipment. 

Keeping our plants well equipped is 
one of the big reasons why we are more 
than just the largest Western manu- 
facturer of standard and specialty fas- 
teners. Whether you need standard 
items or “specials,” you cam count on 
Bethlehem Pacific for prompt service 
and top quality. 


BETHLEHEM PACIFIC COAST 
STEEL CORPORATION 


SALES OFFICES 
Los Angeles, Phoenix, San Francisco, 
Portland, Seattle, Spokane 
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Kem-Tone Dee! 






The beaut! - ‘ 
matched with Kem-Glo, 





Ads like this in full 
color are sending 
women to Super 






Big full-color ads in all these magazines 
NOW and all Fall...and Next Spring! 


Ke mM aie ne R eta | ers The Saturday Evening Post Woman’s Home Companion 


Better Homes Good Housekeeping 
for this exclusive ® Gardens atoCall’s 
: American Home Farm Journal 
CO | OF Service Household Progressive Farmer 
Sunset Successful Farming 
Ladies’ Home Journal Capper’s Farmer 
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serpent 





to see this 


| COLOR HARMONY BOOK! 


Do you have it? 








Only the COLOR ¢ Which wall colors will harmonize best ° What colors should I choose for adjoining 
, ith my present furnishings? rooms to make sure they will complement 
HARMONY BOOK ™ ? 
es Ses «I plan to redecorate and buy some new each other in perfect harmony! 
answers questions furnishings. How can I be sure to have ¢ What wall and cabinet colors will go best 
like these: everything in correct color harmony? with my colored kitchen appliances? 
« What accent colors should I use for my « What new colors can I pick to go with 
bookshelves, alcoves, etc.? my bathroom tile? 


ONLY SUPER® KEM-TONE and KEM-GLO® RETAILERS 
- CAN OFFER THIS EXCLUSIVE COLOR SERVICE! 


That's right! Super Kem-Tone Retailers the country over report substantial 
-- sales increases from the COLOR HARMONY BOOK! No one else matches 
this color selection service! 


How about you? You can make this exclusive color service available to 
all the homemakers in your area who will see the COLOR HARMONY 
BOOK featured in the leading magazines. Write: Super Kem-Tone, 1200 
Midland Building, Cleveland 1, Ohio . . . or one of these companies. 


The Sherwin-Williams Co., Cleveland 
Acme Quality Paints, Inc., Detroit +» John Lucas & Co., Inc., Philadelphia 
W. W. Lawrence & Co., Pitisburgh + The Martin-Senour Co., Chicago 
The Lowe Brothers Co., Dayton + Rogers Paint Products, Inc., Detroit 









For Details Circle 22 on INQUIRY CARD 
NOVEMBER 1956 27 











<3 


co 


CONSTRUCTION FEATURES 
MEAN SALES ADVANTAGES 





Again, B&C leads the way to greater dealer "C" Clamp sales 
and profits by combining high quality and low price with New 
DUCTILE IRON*. Here's a clamp you can't beat for Price, 
Turnover and Repeat Sales! 
FEATURES 
a/ Screws are fitted with “/ Sliding vise type han- 
rocking pads for secure dles assure maximum 
clamping to irregular pressure without use 
surfaces. of other tools. 


B&C CARRIAGE CLAMPS — 


A deep throat clamp for deeper reach. Made of Ductile Iron. 





REGULAR DUTY—SPECIFICATIONS 














No. Capacity Throat Depth Screw Dia. 
14it 1" %_"" Ya" 
142¢ > shy 1 1/16" 5/16" 
142!/2 2/2 2," 

143+ 2" 7/16" 
144 4" ?" 4 "" 

145 5" 3/," ta 

146 j 6" 3," 5," 

148 8 4" ¥," 








t Malleable tron 
Screws on 141 thru 143 are standard V thread. No. 144 thru 
148 have 60° stub thread. 
No. 141, 142, 142!/ and 143 are bright nickel plated. All 
others are natural finish. 


HEAVY DUTY—SPECIFICATIONS 











No. Capacity Throat Depth Screw Dia. 
241 a i," 5/16" 
242 | ¥ 1 7/16" | ¥," 








B&C EXTRA DEEP CLAMPS — 


Ideally suited for those jobs 
where even deeper reach is 











required. Made of Ductile 
lron. 
SPECIFICATIONS 

| Throat | Screw 
No. |capactty Depth | Diameter 
264 | 5" | i 
25 | -. 5 
266 ro 5" be 





* DUCTILE IRON is the new high strength material recently 

developed by International Nickel Co. B&C Ductile Iron 

Clamps have the —" physical properties: 

Tensile strength . Rae are 

Yield strength .... 
(Except Nos. 141, 142 pare 143 ‘which are of Malleable Iron) 


See Your Jobber or Write for Complete Information 


THE BRINK « COTTON wm 


33 Poland Street - 


Mfgs. of Clamps, Vises, Hand Tools—for » Maintenance 
and Service—Since 1925. 
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SELL THEM ALL... PROFITABLY! 


Why not stock and sell all these fast-moving Cooper Ther- 
mometers? There’s one for every household need . . . every 
one a money maker. Get the details 


Write for information about the Cooper Line. 
Two Great Outdoor Thermometers 


LITCHFIELD 


America's finest outdoor ther- 
mometer. Rustproof. Com- fine visibility. Rustproof ad- 
pletely adjustable. $5 justable bracket. $2 


SUGGESTED RETAIL PRICE SUGGESTED RETAIL PRICE 
Two New Indoor Thermometers 


LOOK THRU 
Large translucent dial gives 





SANTA FE MONTEREY 
Brand new classic design in Modern, smart, attractive. Three 
three finishes. fini: 


ishes. 
SUGGESTED RETAIL PRICE * 1-50 Sucsesten revait price 99-50 


Two Sensational Kitchen Thermometers 


FRY - WELL 
Sturdy thermom- 
eter for deep fat 
frying. Packed in 
ingenious new 
“blister” display 
card. 





SUGGESTED 
RETAIL PRICE ALL PURPOSE 
Roast meat thermometer. 
$].49 Can be used in oven, bar- 
becue and rotisseries. At- 


tractively carded. $ 
SUGGESTED RETAIL PRICE 2. 


cy Show These Two Great Displays 


No. 1500 Display, 
Left, Features 4 
Cooper room ther- 
mometers in the 
popular copper fin- 
ish. 

No. 2000 Display, 
Right, Four Kitchen 
Thermometers . . . 
Roast Meat, Fat 
Frying, Oven and 
Refrigerator. 

Write for 

Prices of these 
two assortments 


THE COOPER THERMOMETER COMPANY 
105 Main Street, Pequabuck, Conn. 
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/, MILLION “SALESMEN” 
push the 


| om n, Sra Gxt’ LINE 


Yes, sir! There are over 2% million Seymour Smith “Snap-Cut” 
pruners in use today. And, because of their outstanding, efficient 
performance, everyone is a salesman for you in selling the “Snap- 


Cut” Line. 
<§nep Gc Garden Shears 
for All Pruning and Trimming 


This gives you the magic name “Snap-Cut” on each of the Garden 
Shears below—and puts those 2% million “salesmen” to work for 
you to speed sales. 















Pruner known to 
millions for qual- 
ity. Out-cuts and 
out-lasts any 
other pruner. 

#119-8” $2.95 
Other “Snap-Cut” 
primers $2.19 to 







NEW 


Tension bar automatically 
’ holds precision-edged, hol- 
low ground blades at cor- 
rect tension. Tougher the 
grass, the greater the ten- 
sion. Hence smooth, easy 
cutting. Plastic grips are 
wonderfully comfortable. 


#1207 a 
Grass Shears 
$2.50 


retail 
with plastic 
grips 














#149 ae #1312 a #575 * 
Long handied Tree Pruner “Stand-up” 
pruner $7.25 Grass Shears 
retail $4.75 


retail with #1300 
saw blade 


attachment 
$8.75 


retail 


NEW 


Easiest-cutting hedge 
shears ever! Precision- 
edged, hollow ground 
blades, plus exclusive 
spring steel shock absorber 


ols, 
a 
Mss 


retail 


Here’s the famous 
“Snap-Cut” blade and 
anvil ery applied 
to a long handled 
pruner with the fine re- 
sults you’d expect. 
Sharp cutting blade is 
alloy steel, handles are 
select ash with long, 


For removing dead 
branches, thinning out 
trees, removing 
branches that interfere 
with gutters, eaves, 
electric wires, etc. 
Comes in two 6’ jointed 
sections, easy to assem- 
ble. Rope operated 


No stooping, no bend- 
ing. Shears roll 
smoothly on two large 
wheels. Simple 
“squeeze”’ action on 
handles operates sharp, 
clean cutting blades. 


and blade tensioner are 
strong selling features of 
these fine “Snap-Cut” 
hedge shears. 


steel ferules. Light- 
weight, yet cuts up to 
1%” limbs. 


blade cuts cleanly. Saw 
attachment is easy to 
install. 





Think now, Mr. Dealer, in terms of “Snap-Cut” Grass 
Shears, “Snap-Cut” Hedge Shears, “Snap-Cut” Loppers 
and “Snap-Cut” Tree Pruners in addition to “Snap-Cut” 
Pruning Shears. Our increased sales show it paid off for 
those who did last season. 





It's a snap with 


Duality Tools 
sina SEYMOUR SMITH 


Swace 7850 















SEYMOUR SMITH & SON, INC. 
2911 Main St., Oakville, Conn. 
Soles Representatives: John H. Graham Co., Inc., 105 Duane St., New York 8, N. Y. 
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* MARK UP 
ICES 
TISING 


BOKER tools are as finely made as the famous BOKER 
TREE 4 BRAND Cutlery ... from special analysis, 
chrome vanadium steel—every tool load-tested, diamond- 
tested for hardness, and accurately machined. Your cus- 
tomers will go for them! 











Heavy duty Combination Pattern Snips will 
cut curves as well as straight lines, Other 
patterns and sizes also available. 


#6507 — 10 


Patented Groove- 
Grip, 5 position 
adjustable Plier- 
Wrench — cannot 
slip. Forged ribs 
and grooves. 


” 
o 25332 — 6” and 7” sizes 
A popular Long-Nose Plier with keen side 


cutters. For electrical, radio and telephone 
work. The all around home tool, 


SO 







236°2-—6 
82" sizas 


Heavy duty side cutting Plier widely used 
by linesmen and electricians and for 
maintenance repair. 











75179 ~ 41% 5 6" - 
72" sizes 


Diagonal cutting Plier used by 
telephone, radio and electrical 
workers, ‘‘Do-it-Yourselves” and 
for general maintenance repair. 





row — 4" —6 
8 10° ~ 12°” sizes 


Chrome plated finish, spe- 


cial alloy steel thin 
Ome. Wrench, Exceptionally 
strong. 


x=B2 10" size © 

Compound action Aviation Type The Saturday Eveming 
metal Snips. B1 cuts left; B2 cuts 

right; B3 universal straight cut. A 


Recognized Value 
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‘ALERT’ 


... the fast-moving, profitable line of 


WATER SAVERS 


"Everybody 
Wants ‘em" 


“ALERT” friction-free 
TANK BALL & GUIDE 


Stops running toilets, ends 
toilet handle jiggling. 
Round rubber ball, “kink- 
proof” Monel chain and 
polystyrene cylinder as- 
sure perfect flush every 
time. Easily installed by 
anyonein 10 min. Nothing 
to get out of order. 3 year 
guarantee. Over 6 million 
satisfied users. Self-selling 
counter display. $2.39 ea. 
list. 




















“ALERT” FAUCET REPAIR KIT 


Puts smooth finish on seat—assures true align- 
ment. Easy to use .. . can’t damage faucets. One 

tool fits all sizes. On individual 
display cards. 98c ea. list. 








**ALERT” WATER-MISER® 
Ball-Bearing FAUCET WASHER 
Stainless steel ball bearings eliminate grind that wears 
out ordinary washers. Simple to install. Available in 
\", 3” and 14" sizes. Fits 00 to 14” L. Colorful display 
carton contains 2 doz. assorted sizes. 49c ea. list. 





ALERT” Float-Rite 
TOILET FLOAT ADJUSTER 


Stops toilet hissing, overflushing and 
overflowing. Easily installed. Saves up 
to 15,000 gallons of water a year. Cor- 
rosion-resistant brass. 3 year guarantee. 
Colorful display box. 59c ea. list. 





FREE! Promotion and 


sales helps: Displays 
streamers, new agpea - 
LET envelope stufters- 





In Canada: Fox Agencies Ltd., 
Port Credit, Ont. 


Order now from your jobber, or write direct. 


ARDMORE PRODUCTS CO. CONSHOHOCKEN 5, PA. 
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R-V- piss 


Get your FREE Dealer Kit NOW! 


Order now.. 


. and take advantage of the selling season! 
Advertising and promotion materials prepared to give 


_,CELO’GLASS: 


49er DISPLAY 


A colorful baked-enamel, 










all-metal 


you professional help selling R-V-Lite materials and 
Cel-O-Glass. A pouch of tools designed to show the 
many advantages of America’s outstanding line of 
window materials. Order yours, now! Remember, it’s 
free to R-V-Lite dealers! 





WIDE POLY SHEET 


FREE 
TRIPLE-ROLL DISPLAY 


Colorful, eye-catching. 200-lb. test 
double-facea corrugated board. 
Quick, easy to assemble. Display 
FREE with 50’ roll 30” 15-V, 50’ 
roll 48” 15-V, 150’ roll 36” 15-V. 
See distributor or price list. 


display that demands attention! 
Special measuring table, steel rule. 
57” high, requires only 22” x 38" 
floor space. With minimum order of 
materials. See your distributor! 


8-ROLL DISPLAY RACK 


Another compact display that shows 
8 rolls of 36” window material. All 
metal, baked-enamel finish, with metal 
table and steel rule. With or without 
order of materials. See your dis- 
tributor for details. 








Wide polyethylene sheeting 
of top quality, outstanding 
clarity. Two weights. Light- 
weight (2-mil), 9-ft. width, 
only; 30” roll, 50’ and 100’ 
lengths. Heavyweight, (4- 
mil) 100’ rolls, widths, 104 
ft., 12 ft., 14 ft., 161% ft., all 
folded to one-half stated 
width. 











to carton. 





Choice of two materials. 
clear vinyl panes 36" x 78", with 
molding strips and nails. 12 or 
36 units to carton. 12-SP cotton 
reinforced panes, 36" x 78", with 
molding strips and nails. 12 units 


STORM PANE 


36-SP 











RIBBED FLOOR RUNNER 


Sell for home, office, factory! Ribbed 
to prevent slippage; clear only, no 
colors to run or fade. 50’, 100’ rolls, 
30” width. 


PONDEROSA PINE 
MOLDING 
STRIPS 


Exactly right for 
plastic storm win- 
dow and door in- 
stallations; used 
also with wire 
screening, frames, 
etc. 3 ft. long. Self- 
display carton. 250 
Strips to a Carton. 





THREE STORMLITE KITS 


Three Stormlite Kits, all complete, all 

ready for installation. Full instructions 

included with each. 

24-SL. 36” x 72” reg. wt. poly, midg. 
strips, nails. 

24-SLH. 36” x 72” hvy. wt. poly, midg. 
strips, nails. 

24-SLT. 36” x 72” reg. wt. poly, 18’ 
ressure-sensitive tape. Recommended 
or indoor installation. 
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Ked Teggs Merchandising Zips: 


“This 


nationally known 
USS CYCLONE 


‘Red Tag” 


LABEL 











HARDWARE 
PRODUCTS 


is your greatest business-booster!”’ 


When you display Cyclone Red Tag 
Hardware Products—and identify 
them with the well-known Cyclone 
Red Tag Label—you'll find that your 
sales will take a big spurt. That’s be- 
cause these products are recognized 
and accepted everywhere as the high- 
est quality and most dependable line 
on the market. 


So, make sure that these products 
are given prominent space in your 
store. And make doubly sure that 
they are clearly marked with the 
sales-producing “Red Tag” label. 

Meanwhile, check your stock of 
these hardware products. Don’t run 
the risk of losing a sale because you 
don’t have the items your customers 


want. (That means Cyclone Lawn 
Fence and Gates, Flower Bed Bor- 
der and Trellis, Cyclone Insect Wire 
Screening—Galvanized, Bronze, and 
Aluminum — Cyclone Hardware 
Cloth, Cyclone Catch-All Baskets, 
and Cyclone Flexible Steel Mats.) 
If you don’t have all these items, 
contact your Cyclone jobber now! 


CYCLONE FENCE DEPT., AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL CORPORATION 
WAUKEGAN, ILLINOIS « SALES OFFICES COAST-TO-COAST + UNITED STATES STEEL EXPORT COMPANY, NEW YORK 
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PACIFIC COAST HEADQUARTERS—OAKLAND, CALIF. 


USS CYCLONE 
Red Tag” 


Hardware Products 


FLEXIBLE STEEL MATS 


Clean Better-Last Longer 
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Or Pioneering Progress = 


One set, 3 irons, | bendle, 1 based 


»ovivesiinenny haga tohame ed The West has never been a follower in the true sense of 
the word. It has been a pioneer relying upon inventiveness, 
ingenuity and resourcefulness to progress to the point of 











recognition. 
And, today, the West is recognized . . . as the fastest grow- 
ing region in the United States ... as a region with some of 
the greatest opportunities for industrial growth ... as a 
land with many buried treasures, some being mined now and 
many still to be discovered ... as a playground for the “sa a 
nation’s many vacationers, fishermen, hunters, winter sports- THE WEW AVE LOCK Ca 
men... as one of the major food sources of the nation = Haven Ua one 
. as an area with a great future. OT ae 
It has been in the last 50 years that the West has made wos Ancess. can. | 


the greatest strides in developing business and attracting C 
population from more stabilized areas of the nation. HARpD- 
WARE WORLD parallels the history of this 50-year growth as 
it was born in San Francisco in the fall of 1906, a few 
months after the disastrous San Francisco earthquake and 
fire. The publisher, Tomse M. Shearman, had been publish- 
ing The Pacific Coast Implement and Vehicle Record since 
April, 1904. The disaster wiped out his small publishing 
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tt has Oven 14 
12 inches high, and 
deep. 


Full Nickel Trimmed 


Price $15‘ 
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PROGRESS 





Western Economy is Stabilized 


he 11 Western States are much more than a 

geographical area. Not fully understood by her 
own peoples, it is an area that is often mis-under- 
stood and underestimated by those living East 
of the Rocky Mountains. And yet, each month 
this area is attracting many thousands of new 
residents, who, leave their native states and cross 
into this Western wonderland to become perma- 
nent citizens. 

This section has been prepared to demonstrate 
to Western retail hardware dealers, the value 
of this integrated area, locally as well as a geo- 
graphical area, and to show the stabilizing effect 
that the wealth of natural resources and a grow- 
ing population and expanding industry will 
have on the West’s economy. 

This section also includes a capsule coverage 
of each of the 11 Western States, and the eco- 
nomic factors affecting that state. 

Endowed with more than its share of land 
area, 39 percent of total U. S. area, natural re- 
sources, and a full range of topography, climate 
and activity, the 11 Western States is the fastest 
growing area in the United States. And one of her 
states, California, now the second largest state 
population-wise is destined to pass New York 
state by the early 1960’s to become the largest 
state and largest single market in the United 
States. 
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THE PEOPLE are the West’s greatest asset. 
For it is they, 23,149,000 strong and representing 
14.1 percent of the total United States population 
in 1955, who through their resourcefulness, their 
ingenuity, and typical Western drive, have taken 
this land that was an arid wilderness of moun- 
tains, valleys and deserts little more than a hun- 
dred years ago, and turned it into areas of 
productivity in the forest, farms, mines and 
industry. 


THE NATURAL RESOURCES of the 11 
Western States are the next most important 
asset of this area and of the nation. For they 
provide the raw materials that her peoples are 
converting by their labor and their capital into 
great manufacturing industries and great bank- 
ing, wholesaling and retailing institutions. 


Generously endowed with almost all of the min- 
erals, metalic and non-metalic, known to man, 
the 11 Western States lead the nation in the 
production of copper, silver, gold, zinc, lead and 
mercury. 


The West produces 31.2 percent of all the 
aluminum produced in the United States. And 
this percentage increases each year with the addi- 
tion of more and more electrical power in the Pa- 
cific Northwest. While the Western States produce 
a small fraction of pig iron and steel, this is a 
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growing industry and the rate of growth in this 
field from 1938 to 1955 in the West was 734 
percent compared with a growth rate for the 
United States during the same period of 269 
percent. 

THE KEY TO FURTHER INDUSTRIAL 
EXPANSION in the West is her generous share 
of the nation’s reserves of natural resources. 

Sixty-five percent of all available saw timber 
is located in the 11 Western States, primarily 
in the three Pacific Coast States. 


Most of the copper reserves, 92 percent, as 
well as most of the lead, zinc, uranium, and tung- 
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sten reserves are located in the 11 Western 
States. The West is also a major producer of 
coal and petroleum products, and is rich in re- 
serves in both fields. 


The Western States lead the nation in the de- 
velopment of water power with about 50 percent 
of the utilization of water as a source of electrical 
energy in the 11 Western States. And to make 
the picture brighter yet, 60 percent of the unde- 
veloped water power lies within this same area. 
The increasing utilization of this vast undevel- 
oped water power will for many years to come 
prove an attraction to basic industries seeking 
cheap power. 
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WATER POWER DEVELOPMENT 


AN EXPANDING NETWORK OF PIPE- 
LINES carrying natural gas into larger and larger 
areas of the 11 Western States will also attract 
many industries that are dependent upon a cheap 
as well as clean heat. The “Scenic Big Inch” 
pipeline from the San Juan Basin in North- 
western New Mexico to the Pacific Northwest, 
will bring natural gas to many parts of Idaho, 
Oregon and Washington. 


Several pilot plants are now in operation in 
the Northwest, experimenting with the recovery 
of alumina from laterite which could mean a 
substantial saving to Alcoa, Kaiser and Reynolds 
aluminum plants located in this area. They now 
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FEDERAL PARKS AND HISTORICAL SITES 


import bauxite from which alumina, concentrate 
is produced, from the Carribean area to the Gulf 
Coast states where natural gas is used to make 
the concentrate which is then shipped to the 
Northwest where hydroelectic power is used to 
reduce the alumina to aluminum. 


This natural gas will also open up new fields 
in the ceramic and chemical fields which require 
a clean, pure fuel. 


The 11 Western States is also a great agricul- 
tural and livestock producing area. Of the first 
100 leading counties in the value of all farm 
products sold the Western States lead with 37 
counties. These 37 Western counties accounted 
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GROWTH IN PERSONAL INCOME—1940-1954 


for 54 percent of the total value of all the farm 
products from these 100 counties. The first 12 
counties in this list, issued by the U.S. Department 
of Commerce, were in the West, and all but 2 out 
of the first 22 counties were in the 11 Western 
States. 


Most of the irrigated land in the nation is in 
the West, and from these fertile acres come most 
of the nation’s fruit, 87 percent of the pears; 93 
percent of the grapes, 57 percent of the peaches, 
39 percent of the apples, and most of the prunes 
and apricots. Great quantities of cotton, grains, 
hay, potatoes, sugar beets, and vegetables roll 
from the fertile and productive farms of the 
Western States each year. These states, with 
much of their area best adapted to grazing are 
a major livestock producing area. 


Far from being the agrarian section of the 
country, the Western States have a well-rounded 
manufacturing industry which produces every 
thing from sports clothing in the Los Angeles 
area to aluminum in the Northwestern states. 


THE WEST LEADS in production of builder’s 
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hardware, electronic equipment, and plastics, and 
produces 50 percent of the nation’s airframes and 
is moving up rapidly in the automotive field. 


THE VARIED TOPOGRAPHY, climate, and 
recreational facilities of the Western States 
brings each year millions and millions of tourists 
to this area to view the wonders of nature. The 
Grand Canyon, Yellowstone National Park, the 
rugged mountains, great valleys, her deserts and 
her cities. Many millions of acres have been set 
aside as federal and state parks and shrines for 
the use of Westerners and the nation’s pleasure- 
bent citizens. Most of the federal parks and 
historical sites are located in the Western States 
—82.8 percent versus 17.2 percent for the rest 
of the nation. 


And of these many millions upon millions of 
persons who visit the West each year to see 
her wonders, to play in her mountains and on her 
beach and deserts, and to hunt and fish in a 
hunters’ and fishermen’s paradise, many decide to 
stay or to return in the near future to make this 
land of the future their permanent home. 
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All Western States are Growing 


ARIZONA 


The five “C’s” which to the Arizonian mean 
Copper, Cattle, Cotton, Citrus and Climate, are 
the major factors in the tremendous growth of 
this land of deserts, forests and windswept pla- 
teaus. 

The youngest state (entered union in 1912) 
Arizona, ranks fifth in area among the 48 states. 
Extending from the mountainous timber areas 
of the north to the desert regions of the Mexican 
border on the south, the state has a full range 
of topography, climate and activity. The state 
ranks first in the rate of growth of manufactur- 
ing, farm income and bank capital, and second 
in rate of population and income growth. Since 
1940 the population has more than doubled and 
now stands at over 1,000,000 persons. This rate 
of growth is expected to continue for a long time 
to come and independent research organizations 
predict that the state’s population will be crowd- 
ing the 2,500,000 mark by 1975. 


CALIFORNIA 


The trend in California is upward. A para- 
doxical land of contrasts and extremes, a land of 
mountains, deserts, valleys, rivers, forests, a land 
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The first source of the state’s income is agri- 
culture. The cowboy, a modern version of the 
romantic figure of the “Wild West,” can still be 
found, in Arizona. He may be down in the Pata- 
gonia foothills near the Mexican border where 
some of the finest grazing land in the state is to be 
found, or up in the Tonto Rim country of the 
north, or on a ranch near Wilcox, which ships 
more range cattle than any other city in the 
world. In fact he may be found in almost any 
part of the state, for more than 90 percent of 
the land is devoted to grazing the 861,000 cattle 
population, from which 400,000 are annually 
shipped to the nation’s dinner tables. 

Mining is an important factor in the state’s 
economy. Long known as the Copper State, Ari- 
zona leads the nation in copper production, as 
well as rating high in the production of silver, 
lead, zinc, and now uranium. 

Manufacturing, particularly in the Phoenix and 
Tucson area, is growing at a rapid rate. Aircraft 
production and electronics are the leaders, with 
research headquarters and assembly plants of 
Eastern and West Coast plants springing up 
throughout the area. 

The climate that has earned for the state the 
trademark of “the vacation state of the nation”, 
along with her varied scenic attractions such as 
the grand canyon, the painted desert, high mesas, 
and her many Indian reservations, makes the 
state a wonderful place to play and to live. 


of hot and cold, a land of rain and drought, the 
state is experiencing a gold rush today that dims 
by comparison the gold rush of 100 years ago. 
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Extending from the border of Mexico over a 
thousand miles to the Oregon border, the state 
has a land area larger than most principal Euro- 
pean nations, and a coast line equal to the dis- 
tance from Boston, Massachusetts, to Charleston, 
South Carolina. 


The state is big in every way, its people are 
big in their thinking, their contribution to the 
nation’s output and in their buying power. 


Population growth is the prime mover of all 
other forms of growth and here California leads 
the nation. 


Experiencing the greatest voluntary migration 
of people in the history of the world, California 
started with a handfull of people in 1850, jumped 
to 11,000,000 by 1950, and this year surpassed 
the 13,000,000 mork. 


Where do these millions come from? Every 
month since 1940 approximately 21,500 persons 
are crossing the borders of California with the 
expectations of living there permanently. These 
people come firstly from the midwest, secondly 
from the southern states and thirdly from the 
New England regions. Add to the 21,500 persons 
who migrate in to California each month the nat- 
ural birth increase of 15,500 persons per month 
and the state comes up with an increase of 444,- 
000 persons per year, or 37,000 per month, every 
month of the year. 


If this trend continues, and there are many per- 
sons who think that it will, California is destined 
to become one of the most densely populated 
areas in the world. 


The Stanford Research Institute in projecting 
Western population increases estimated that the 
state would have 18,059,000 residents by 1965, 
and 23,565,000 persons living within the state 
by 1975. 


By 1965, California, now the second largest 
state population-wise, will have surpassed New 
York state, to become the largest state in the 
Union. 


Providing homes and schools and churches, the 
lumber, builders hardware, the furniture, and 
appliances, building roads for her more than six 
million automobiles, building new stores, provid- 
ing the goods and services, providing new jobs, 
and expanding park and recreational facilities, 
are things that Californians are taking in stride. 


To support this population, California has the 
land area, 158,693 square miles, the natural re- 
sources, and the know-how. 


Although less than eight percent of California’s 
population lives on farms, it leads all the states 
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in cash income from agriculture, consistently 
surpassing such notably rich states as Iowa, Illi- 
nois and Texas. Of the 100 leading counties in 
farm income, California had 24. The first four 
counties in cash farm income are in California, 
and of the first 12 counties, California had nine. 





Few states are so richly endowed as California 
in forest products. Tall redwood forests that were 
old when Christ was born, Douglas fir, Ponderosa 
pine, and other species of fir and pine predomin- 
ate in the state’s more than 46,000,000 acres of 
forest land. More than seven percent of the Na- 
tion’s supply of lumber comes from California’s 
forest and sawmills, providing the materials to 
keep up with her fast rate of growth and pro- 
viding jobs for her growing populace. 


Historically rich as a producer of gold and 
silver, the State has a greater variety of valu- 
able mineral deposits in workable form than any 
area of equal size in the world. California leads 
in the production of borate materials, for which 
it is the world’s chief source, and in natural car- 
bon dioxide, chromite, diatomite, iodine, mercury, 
platinum, sand and gravel, sodium carbonate, so- 
dium sulfate, and tungsten ore. However, petro- 
leum natural gas and allied products, in which the 
state ranks second, accounts for most of the 
value of her mineral products. 


Of the two major metropolitan areas in the 
state, The Los Angeles metropolitan area, em- 
bracing 61 incorporated cities and many large 
unincorporated towns, is the largest with a pop- 
ulation of 4,367,911, according to the 1950 cen- 
sus. This figure has jumped to 5,221,200 (20 
percent increase over 1950), according to the 
1954 estimate. 


This area does 58.9 percent of all manufactur- 
ing done within the state. It is first in aircraft 
production and motion pictures, electronic equip- 
ment, pumps and compressors, refrigeration 
equipment, canned seafood, and heating and 
plumbing equipment. It ranks second nationally 
in construction, production of women’s outwear, 
pressed and blown glass, concrete and plaster 
products, automobile tires and tubes, storage 
batteries, jewelry and silverware, and oil field 
machinery. It also ranks second in the number 
of registered automobiles. 


The estimated value added by manufacturing 
of $4,823,211,000 (made in 1953) represents an 
increase of 135 percent over the $2,052,671,000 
in 1947. 


The balance of the southern California area 
has a population estimated at 1,636,100 and in- 
cludes San Diego with its 450,000 population. 
Major agricultural crops include citrus fruits 
and truck crops, cotton, grapes, and dates. The 
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area has a large steel mill and has expanded 
rapidly in the production of aircraft and parts, 
and electronic equipment. 


The second major metropolitan area is the San 
Francisco-Oakland metropolitan district, com- 
prising nine counties with a population estimated 
in 1954 at 3,244,900 as compared with the 1950 
census figure of 2,681,322. This area is destined 
to grow at rapid rate and projected population 
estimates show that by 1960 the population 
should be 3,691,000, and by 1970, 4,788,000. This 
area is an important manufacturing, distribution, 
foreign trade and shipping center. 


San Francisco is a major financial, insurance 
and wholesaling center. San Francisco has about 
115,000 workers who live outside of the city 
and commute to work everyday. 


The East Bay Area (including such large cities 
and towns as Oakland, Alameda, Berkeley, and 
Richmond) is highly industrialized. 


The southern part of this area embraces the 
rapidly growing cities of San Jose, Santa Clara, 
Mountain View, Palo Alto, and Sunnyvale. This 
region has grown 66 percent in population from 
1940 to 1950 and a further rise of 28 percent 
from 1950 to 1954. Since 1950 Sunnyvale has 
jumped 98 percent, Mountain View 83 percent, 
Santa Clara 50 percent and Palo Alto 40 percent. 


This area is becoming a large important elec- 
tronic center. Ford has a large assembly plant 
in the area and General Motors is in the process 
of building a plant. Many nationally-known man- 
ufacturing companies are building large branch 
factories in the area. 


Most of the balance of population in California 
is located in the two central valleys, Sacramento 
and San Joaquin. These regions account for 
1,867,800 persons. Two cities in this area have 
over 100,000 population . . . Sacramento with 
156,850, and Fresno with 107,850. The two next 
largest cities are Stockton with 80,100 and 
Bakersfield with 41,050. 


Sacramento, the capital of the state, is bounded 
by a large agricultural area which produces most 
of the rice of California and also produces in 
large quantities grain and hay, alfalfa, sugar 
beets, dry beans, and canning tomatoes. It also 
contains several important fruit districts produc- 
ing peaches, prunes, pears, olives, almonds and 
walnuts. The same crops are grown in the San 
Joaquin Valley with the addition of grapes which 
constitute 70 percent of the state’s total. Live- 
stock is important in both areas. Manufacturing 
is increasing rapidly in all of the larger cities 
and towns. 
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Colorado, a Western wonderland of giant can- 
yons, geysers, rolling plains, rushing rivers, 
deserts, and high rocky mountain peaks, might 
well be called the dividing line between the East 
and the West. 

The state which ranks seventh among the 
states in size had a population of 1,549,000 in 
1955. This is expected to swell to 1,743,000 by 
1965. 

The state’s economy is based upon manufac- 
turing, agriculture, mining, and of course, tour- 
ists. 

Based on the value of products, manufacturing 
has for many years ranked as the state’s largest 
industry, although many of the products from 
agriculture and mining are utilized in the manu- 
facturing industries. 

The state ranks high in the manufacturing 
of mining machinery, railroad shop construction 
and repairs, rubber manufacturing and the man- 
ufacture of explosives. The chief manufacturing 
centers are Denver, Colorado Springs, and Pue- 
blo, which is the iron and steel fabricating cen- 
ter of the West. 

Many agricultural crops are grown in Colo- 
rado. The state ranks second among the states 
in irrigated area, with more than three million 
acres under irrigation. A great sugar beet indus- 
try has developed, with large refineries turning 
out hundreds of thousands of tons of beet sugar 
annually, and many by-products which are used 
as livestock feed for the state’s large stock rais- 
ing industry. 

Other important crops in Colorado are wheat, 
potatoes, barley, corn, and other grains, as well 
as considerable fruit production. 

The state produces about 50 minerals com- 
mercially, but petroleum, coal, zinc, molybdenum, 
gold, lead, fluorspar, silver, and sand and gravel, 
are the most valuable. Colorado also has tremen- 
dous reserves of both bituminous and anthracite 
coal. Its known deposits of bituminous coal are 
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estimated at 212 billion tons, the largest reserve 
of any state in the Union. 


Colorado’s invigorating climate, and the beauty 
of her mountains has made the state a leading 
tourist attraction, which draws many hundreds 
of thousands of vacationers each year. 


Colorado is widley known as an excellent place 
to hunt and fish, and many of her tourists are 
attracted to the state by the prospects of hunt- 
ing her game or hooking a limit of her mountain 
trout. 


IDAHO 
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Room for development, strategic location, and 
an un-tapped wealth of natural resources, char- 
acterizes Idaho, the state that lies in the heart 
of the Rocky Mountain region. 


With a land area of 83,556 square miles, the 
state ranks 12th nationally in land area, and 41st 
in population with 609,000 persons living with- 
in her borders. 


As in many of the Western states, agriculture 
is the chief source of income. Here, in the land 
where crop failures are unknown, due to the 
abundance of water for irrigation, the most mod- 
ern methods are used in raising every type of 
agricultural product. Food process plants have 
been established in all producing areas, and fast 
transportation systems have been developed to 
deliver the products fresh to markets, consumers 
and processors. 


Ranking second only to agriculture, forest 
products are the state’s second most important 
source of income. Of the state’s 53,000,000 acres 
of land, 23,025,000 are forest land which brings 
in an income in excess of $150,000,000 annually. 
With the steadily increasing uses for wood prod- 
ucts, improved forestry practices, and extension 
of roads into inaccessible areas, a production fig- 
ure of a quarter billion dollars is within sight. 


In addition to lumber for industrial and home 
construction, Idaho produces a wide variety of 
paper products, poles, shingles, fuel concentrates, 
and allied products. 


Mining ranks third in the state’s economy. 
Silver, lead and zinc are the leading minerals 
produced, but there are 50 minerals, metallic and 
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non-metallic, known to exist within the state. 


The Coeur d’ Alene region is one of the im- 
portant mining areas, accounting for 96 percent 
of the zinc, 91 percent of the silver, 92 percent 
of the lead and 66 percent of the copper produced 
in the state. A large amount of antimony is also 
produced in this area, and recently a primary 
uranium ore deposit has been encountered near 
Kellogg. 


Large deposits of phosphate, tungsten, beryl- 
lium ores, cobalt, and common industrial abra- 
sives, including pumice, quartzite, and silica sand, 
are common throughout the state. 


Factors that favor the state as a manufacturing 
site are almost too numerous to mention. Most 
important is the availability of raw materials, 
minerals from her mines, forest products from 
her mountains and agricultural products from 
her fertile soil, and cheap clean power. 


Water, a prime necessity for basic manufac- 
turing as well as processing, is available to take 
care of the more than 2,500,000 acres of irrigated 
lands, as well as any industrial needs. The 
Columbia River basin is served by the Snake, 
Salmon, Clearwater, Spokane and Pend Oreille 
rivers, which have an annual outflow estimated at 
50,000,000 acre feet, of which only ten percent 
is used for irrigation. 


Abundant electrical power is a necessity to in- 
dustrial development, and here Idaho’s great 
rivers and watersheds are being developed by 
the three power companies that serve the state. 


The Idaho Power Company, which serves the 
Snake River valley has trebled its kilowatt 
generating capacity during the past ten years 
and expects to treble it again during the next 
ten years with an investment of some $260,000,- 
000. The Washington Water Power Company, 
serving the Inland Empire, which includes North- 
ern Idaho, has many millions of dollars budgeted 
for new installations, including an $85,000,000 
hydro station on the Clark Fork River, and is 
studying the feasibility of generating electric 
power from atomic reactors. The third company, 
the Utah Power & Light Company, serving the 
Southeastern part of the state and the upper 
Snake river valley, has a capacity of 620,828 
kilowatts with an additional 100,000 kilowatts 
under construction. 


The one limiting factor, a clean, safe, low cost 
fuel, that has hampered industrial expansion 
in this region with all the natural resources, 
will be rectified with the completion of the 
1,466-mile “Scenic Big Inch” pipeline, which 
should now be carrying natural gas from the 
San Juan basin on one end, and from the Peace 
River area of British Columbia and Alberta on 
the other end, to trunk lines that will feed all 
important sections of the state. 
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MONTANA 


Montana, a latin word meaning mountainous 
region, because of her high high snowy peaks that 
can be seen glistening from afar was called the 
Land of The Shining Mountains by the native 
Indians. Today the state is known as the Treasure 
State, or The Bonanza State, which truly reflects 
the richness of her mines and the great wealth 
of gold, copper, silver, coal and other natural 
resources that are to be found within her expan- 
sive borders. 


With a land area of 147,138 square miles, the 
third largest state in the nation, Montana has 
633,000 residents which gives her a population 
density of approximately 4.5 persons per square 
mile. 


The state is divided into two great natural 
regions, the great plains area and the Rocky 


Mountains area. The Eastern third of the state 
is plains country, while the central third is a 
combination of plains and isolated mountain 
ranges, and the Western third is mountains and 
mountain valleys of fertile soil. 


As is true of many of the Western States, it 
is the soil and the minerals from deep in the 
Earth that is the mainstay of the economy, and 
that provides a livelihood for the state’s citizens 
and its industries. 


Agriculture is perhaps the most important 
segment of the state’s economy. It is accounted 
for 15 to 35 percent of the total income payments 
during the past 20 years. 


Wheat and cattle are the principal products 
that roll from her great plains and mountainous 
areas. These two alone usually account for 
two-thirds of the total farm income. Other princi- 
pal farm crops are: corn, oats, barley, flaxseed, 
potatoes, beans, sugar beets, hay and sweet 
cherries. 


The state is also a major wool producing area, 
clipping in excess of one and one-half million 
sheep in some years. 


The largest nonagrarian industry in the state 
is mining. In this field copper, zinc, silver, man- 
ganese and lead are of primary importance. The 
state ranks first in the nation in the production 
of zinc. 
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In the field of petroleum and natural gas, the 
state has been producing for many years on 
a more than self-sufficient basis for their own 
use, and drilling and exploration in the entire 
state promise results that stagger the imagina- 
tion. 


Non-metallic minerals such as vermiculite, 
phosphate rock, gypsum, cement materials, and 
lime are being produced in quantity but so far 
the surface of these mineral resources has only 
been scratched. 


The second most important reserves of coal 
in the United States are located within the state 
of Montana. Covering more than 51,000 square 
miles, 35 percent of the state’s surface area, these 
untapped coal reserves are estimated to be in 
excess of 222,000,000,000 short tons. This coal 
ranges from lignite to bituminous with sub-bi- 
tuminous being the most abundant. 


Contrary to popular beliefs, Montana has vast 
lumber reserves and a growing lumbering in- 
dustry. Nearly one-fourth of her land area is 
covered with forest, representing one of the state’s 
greatest assets. 


Montana is one of the nation’s most popular 
vacationlands, located between two great national 
parks, Glacier and Yellowstone. 


All of Glacier National Park and part of Yel- 
lowstone National Park are in Montana. In ad- 
dition there are 12 state parks, which combined 
with the excellent fishing, hunting, and winter 
sports, bring 3,000,000 visitors annually to Mon- 
tana to leave an estimated $87,000,000 within 
the state. 


NEVADA 


Nevada is many things to many people. It is 
a land of great distances and small populations. 
A land of ghost towns and the ultra-modern 
cities of today. A land of sunshine, deserts, 
mountains, lush valleys, atomic proving grounds, 
prospectors, “The Strip” at Las Vegas, cattle 
ranchers and perhaps most of important of all 
to her citizens a gambling land. 


Perhaps in no state in the union is the potential 
greater than in Nevada. Sixth in area, 110,690 
square miles, and 48th in population with 228,000 
citizens, the state has the room to grow, and 
the natural resources. 
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That the state is growing is reflected in the 
40 percent increase in population from 1950 to 
1955, and the 60 percent growth in employment 
from 1950 to 1955. Per capita income in Nevada 
is always among the highest in the nation, and 
in 1954 it was the highest in the nation at 37 
percent above the national average. This means 
lots of buying power in the pockets of Nevada’s 
citizens which accounts for the 65 percent in- 
crease in retail sales from 1948 to 1954 as com- 
pared with a 31 percent national average for the 
same period. 


Tourism, along with gambling, is the largest 
industry in Nevada. Gambling, open and legalized 
and rigidly controlled, is big business in Nevada. 


It is estimated that 51 percent of Nevada’s 
total income, exclusive of agriculture, comes from 
the tourist industry. Latest available figures show 
that 7,854,150 tourists entered Nevada by auto- 
mobile during 1955, to leave behind $102,158,000 
in the coffers of the Nevadians who cater to this 
trade. 


Although there are fertile valleys and irrigated 
lands where hay, fruits and truck crops are 
grown, ranching is far and away Nevada’s most 
important phase of agriculture. The average size 
farm in Nevada is large, 2,880 acres, and the 
average gross income of $14,500 in 1954 was the 
highest of any state in the nation. Elko is the 
livestock capital of this area, with Winnemucca 
and Ely running a close second and third. 


Only 727,000 acres of Nevada’s vast acreage 
is under irrigation at present, and with the vast 
underground water reserves that are known to 
exist, and the vast desert lands that need but 
the water to turn them into oases of productivity, 
the farming future is bright in Nevada. 


Nevada’s first mineral wealth came from gold, 
then silver, and then lead. Today it comes from 
copper, tungsten, mercury, barium, and fluorspar. 


Copper is king, as it has been for half a century, 
in the area around Ely. At nearby Ruth, Nevada, 
is the largest open-cut copper pit in the world, 
a mile across and 650 feet deep. 


Every year since 1859 Nevada’s mines have 
produced more than $40,000,000 in mineral 
wealth. Today at Gabbs, Nevada, Kaiser Alumi- 
num & Chemical Corporation is mining fluorspar, 
an important raw material in the production of 
primary aluminum; iron ore is being shoveled 
from the earth in three separate counties; mag- 
nesite and brucite is being processed by Basic 
Refractories, Inc., near Gabbs; and at a dozen 
places throughout the state there are giant 
tungsten operations. 


Yes, Nevada, the land that has been called The 
Silver State, The Sagebrush State, and The 
Desert State, is well on her way towards the 
future that promises to be as bright as the flashes 
of light that spasmodically erupt in the air above 
the sands of Yucca flat. 


NOVEMBER 1956 





NEW MEXICO 


New Mexico—an enchanting land where the 
ancient and the modern rub elbows, a land of 
towering mountain peaks and flat plains with 
the rolling hills, canyons, high buttes, and wide 
mesas thrown in, is a land with a history as old 
as time and a future as bright as the blinding 
flash of the first atomic bomb that seared the 
sands at Trinity Site. 

Here, blanketed Indians mingle with the crew- 
cut scientists, dusty and sunbitten cowhands drive 
cattle past research projects, radar sites, airports 
and range beacons. Here, can be found the an- 
cient sites of past civilizations and the modern 
towns that are growing for tomorrow. Here 
795,000 citizens mingle their three distinct cul- 
tures, languages and traditions to produce a 
heritage that is unique in America. 

Like most of the West, growth is the most im- 
portant factor affecting the economy of the state. 
The state’s population is expected to surpass the 
1,000,000 mark during the next ten years, and 
this is creating a boom in residential and non- 
residential construction, highway construction, 
expanded recreational facilities, and stepped-up 
production on the farms, in the mines and in 
industry. 

The state is richly endowed with minerals that 
is attracting industry, and will attract more in- 
dustry in the near future, and which accounts 
for about 30 percent of the assessed valuation 
of the entire state. First in the production of 
beryllium, potash salts, pumice and perlite, the 
state is rapidly approaching first place in the 
field of uranium production. Ranking third in 
production of manganese, copper, molybdenum, 
fluorspar, lithium and carbon dioxide, the state 
is sixth in the production of oil and gas. 

The oil and gas industry, which has increased 
366 percent since 1945, is the largest single in- 
come producer of the state. Production of natural 
gas, which was expected to be fed into the Pacific 
Northwest with the completion of the “Scenic 
Big Inch” this fall, is centered in the San Juan 
basin where 1,428 producing wells are located. 

Vast amounts of copper, lead and zinc roll from 
New Mexico mines. The state’s coal reserves are 
measured in the billions of tons, and with much 
of it of coking quality used in the making of steel. 
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In the past New Mexican’s have leaned heavily 
on agriculture and livestock as the main source 
of income, but today manufacturing in the fields 
of ordnance, electronics, transportation, chemi- 
cals, foods and petroleum refining are leading the 
way in the changing picture. 


Since 1940 New Mexico’s total personal income 
has increased more than fourfold and per capita 
income has virtually tripled in the same period. 


The growth in population, in industrialization, 
and in personal income has created an unprece- 
dented demand for more goods and services. In 
1955 the residential and non-residential building 
activities were up 17 percent over 1954. Every 
city has had large increases in building permits, 
with some cities registering increases up to 110 
percent. 


Like the citizens of the other fast-growing 
Western states, the citizens of New Mexico are 
not pausing to reflect on their long and honored 
past, but rather are busy building for the future 
that they know is their heritage. 


OREGON 





555,000 


1,669,000 


Oregon is divided into two dissimilar sections 
by the Cascade mountains which cross the state 
from north to south 120 miles from the coast, 
giving the state two climatic zones which effects 
her economy and helps account for the wide 
diversification of agriculture and industry to be 
found within the state. 


Because of the differences in temperature, rain- 
fall, and soil between those portions of the state 
East and West of the Cascades, there is a wide 
variation in their adaptability to agriculture. 
West of the Cascades in the river valleys, the 
Willamette, the Umpqua, and the Rogue, condi- 
tions are unusually favorable and a great abun- 
dance and variety of crops are grown, while in 
the Eastern section of the state large irrigated 
ranches are common. 
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Wheat is the state’s principal crop. Virtually 
all vegetables grown in the temperate zone are 
raised in the state, and truck farming is of con- 
siderable importance, especially near the larger 
towns. Between the Coast Range and the Cas- 
cades, conditions are very favorable to the cul- 
tivation of fruit, and Oregon usually leads the 
nation in the production of prunes and plums. 
In the Willamette and Hood River valleys, apples, 
peaches, pears, cherries and grapes are grown 
in commercial quantities. 


Oregon has a number of increasingly success- 
ful specialty crops, including trellised hops, bulb 
production of Easter lilies, tulips and gladiolis, 
which thrive on the cutover forest land. 


Stock raising is an important factor in the 
state’s economy with about 39,000,000 acres de- 
voted to the grazing of cattle and sheep. Ex- 
cellent dairying areas are found in the Tillamook, 
Coos Bay and other coastal areas where many 
fine types of cheese are produced. 


In addition to being a leading agricultural state 
Oregon is endowed with nearly one-fourth of all 
the nation’s standing timber. Quite often the state 
leads all the states in the production of lumber, 
which comes from West of the Cascades. West 
Coast hemlock, spruce, cedar, and Douglas fir 
constitutes about 73 percent of Oregon’s total 
stand of timber. 


The lumbering industry is Oregon’s largest 
single manufacturing industry, and it is estimated 
that about one-third of the state’s inhabitants 
are drawing support from lumber, wood products 
and allied industries. 


The fishing industry, centered in the Astoria 
region at the mouth of the Columbia River, is 
an important segment of the state’s economy. 
Here Chinook salmon, ranging in weight from 
24 to 75 pounds are hauled in giant seines to 
supply the markets and the canning industry. 


Oregon possesses all of the basic minerals in 
limited quantities, but only a few have been 
developed. 


Among those that have been developed, 
Oregon ranks first in the production of chromite, 
second in diatomite and mercury, and fourth in 
aluminum. 


Currently wood products are the most im- 
portant manufactured products. From the forest 
of Oregon come the raw materials for lumber, 
pulp and paper, plywood, shingles and _ laths, 
veneers, doors and masts and spars. Factories 
produce furniture, fiberboard, venetian blinds, 
toys and many novelty products. 
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Production of aluminum, attracted by the 
abundance of cheap electrical power, and the 
cleaning of grass and vegetable seed are two 
other important industries. 

While manufacturing is growing in the state, 
with the conversion of World War II plants to 


peacetime production of consumer and industrial 
products, the potential is almost unlimited. Un- 
limited raw materials, cheap power and excellent 
shipping facilities by sea and land are the basic 
factors that will attract more and more industry 
to this Northwest state. 





UTAH 
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Utah is a land of mountains and deserts that 
has been tamed by man and transformed by labor 
and irrigation into a productive land. Tenth area 
among the states, Utah has a population in excess 
of 781,000 persons and which is expected to be 
around the 1,000,000 mark by 1965. 


Mining is perhaps the single most important 
factor in the state’s economy. More than 200 
known metals are found within the state, and 
many of commercial value. Copper, coal, gold, 
zinc, lead, silver, iron ore, natural gas, asphalt, 
and sand and gravel are the most important 
minerals. 


The state has large coal deposits. Her bitumi- 
nous veins are said to total one-fifth of the state’s 
land area. 


Utah has almost an inexhaustible supply of 
salt, obtained from the region of Great Salt Lake. 


Although petroleum has been little exploited, 
oil seeps form the shale of the mountains in East- 
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ern Utah, and indications are that this might 
someday be a large producing area. Natural 
gas is mined commercially. While most of the 
state’s minerals have been known, and exploited 
for a long time, the state in now the center of at- 
traction to a newcomer to the field, uranium. Some 
of the richest strikes in the country have been 
made in Utah, bringing an entirely new industry 
to the state. 


Irrigation has transformed the state’s arid but 
fertile grazing lands into productive farms. Well 
over a million acres are under irrigation. Live- 
stock production is the most important phase of 
the state’s agricultural economy, with the produc- 
tion of grains, wheat, barley, oats, and corn 
coming in second. 


Vast stores of electric power, coal and metals 
have laid the basis for a successful manufacturing 
industry within the state. Smelting and refining 
of metals is the largest single industry. Copper, 
silver, lead, zinc and iron are refined; steel is 
manufactured; and car wheels, iron pipe, sheet 
metal, and other metal products are fabricated. 


The refining of petroleum is Salt Lake City’s 
largest industry. 


Other major industries of Utah include the 
manufacture of chemical explosives, clay and 
stone products, fertilizer, cement, lime, wool 
textiles, clothing, jewelry and cosmetics. There 
are numerous food processing plants throughout 
the state. 


Utah is another state that attracts many tour- 
ists each year to see her natural wonders and to 
hunt and fish in her mountains and streams. 





WASHINGTON 


904,000 2,570,000 3 011,000 


Nicknamed the Evergreen State, Washington 
truly lives up to her name with more than half 
of her land area covered by forests of Douglas 
Fir, Ponderosa Pine, Western Hemlock, Sitka 
Spruce, Western Red Cedar, True Firs and 
Western Larch. 


Timber is truly the renewable green gold of 
Washington, upon which at least one-third of her 
population is dependent for support. The average 
annual payroll of the forest industries is around 
$318,000,000, which represents more than 40 
percent of the state’s manufacturing payroll. 


About 48 percent of all plywood manufactured 
in the United States is manufactured in Washing- 
ton. The state is the leading producer of pulp, 
and ranks sixth in the production of paper 
products. There are hundreds of secondary in- 
dustries that are dependent upon her forest for 
the manufacture of wooden products. 


The large forested area of the Pacific North- 
west, including the millions of acres within the 
state, serve as the watersheds that gives Washing- 
ton more available water for all purposes than 
any other state or region in the United States. 
Originating in the snows of the mountains, this 
water pours into the Columbia River to wind its 
way 750 miles to the sea after serving its purpose 
of providing power for electrical generator, re- 
creational facilities, and spawning grounds for 
the state’s fishing industries. 


Washington’s heavy rainfall and plentiful sup- 
ply of water serves her rich, fertile lands well, 
to make her one of the major agricultural pro- 
ducing states in the Union. No other state pro- 
duces so many different crops of such high value. 
More than 35 crops, each with an annual value of 
more than 1,000,000 dollars is harvested from 
her fields. 
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Wheat is the state’s most valuable crop, with 
dairy products her second most important. Wash- 
inton leads the nation in apple production, and 
ranks high in pears, cherries, apricots and 
peaches. The state leads the nation in production 
of hops and dry peas; it ranks second in filberts 
and apricots, third in sweet cherries, pears and 
alfalfa seed, fourth in grapes, prunes and cran- 
berries, fifth in barley and sixth in sugar beets. 


The state has many basic industries and with 
the coming of natural gas in large quantities to 
the Pacific Northwest, will attract many more. 


One of the new industries that has sprung up 
in Washington during recent years, aluminum 
production, holds great promise for the future. 
Three of America’s major aluminum manufac- 
turing companies have huge factories within the 
state, with reduction plants located at Vancouver, 
Longview, Tacoma, Spokane, and Wenatchee. 
Although the percentage varies slightly from 
year to year, Washington has for some time been 
producing about 44 percent of the nation’s supply 
of pig aluminum. 


Currently more than 50 percent of this pri- 
mary pig aluminum is being fabricated into mill 
or finished products within the state. This in- 
cludes rod, wire and electrical transmission cable, 
sheet and plate aluminum, as well as a wide 
variety of household, farm, building, industrial 
and transportation items. 


One of the largest aircraft firms in the nation 
is The Boeing Airplane Company, whose home 
offices are located in Seattle, which provides jobs 
for thousands of skilled workmen, adds millions 
of dollars annually to the state’s economy, and 
provides the nation with much of her multi- 
engined aircraft. 


The state because of her abundant supply of 
water and sprawling network of hydro-electric 
dams, will play an even more important part in 
the future development of atomic energy. Early 
in World War II an atomic project was estab- 
lished near Richland, and the Hanford Atomic 
Works Project, a post-war project, is now one of 
the leading producers of plutonium. 


Other important factors that contribute to the 
state’s economy are: fishing, which is still big 
business in the state; food processing of marine 
and agricultural products; and the tourist indus- 
try which attracts tourists who spend approxi- 
mately $700,000,000 annually in the Evergreen 
State. 


The future looks bright for the state. The 
second largest in population of the Western 
States, with 2,570,000 persons in 1955, the state 
is expected to surpass the three million mark by 
1965. With her natural resources and industrial 
attractions, Washington can support these and 
the many millions that will come after that. 
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WYOMING industry centered in the Star Valley. The State 


is a major producer of honey. 





The state is rich in mineral resources, with 

petroleum, coal, natural gas, and natural gasoline 

being the most important, with petroleum produc- 

L tion in the lead. The state’s coal reserves run into 

large figures, with a large portion of the mining 
in Sweetwater county. 


118,000 306,000 361,000 








Although manufacturing is little developed in 


ete the State, the potential is great because of the 
in size, has a lot of elbow room for her 306,000 abundance of water power, crude oil, natural 


citizens who depend primarily upon cattle raising gas, coal, and a wide variety of raw products. 
and mining for their livelihood. With the exception of oil refining, all other manu- 
The state is rich in vast ranch areas adapted facturing industries are local in character and 
to grazing, and the raising of livestock is the depend upon jocal products: for thelr: saw “sam 
‘ . Pigs nd ; terials. These include such industries as lumber- 
state’s most lucrative industry. Emphasis has 


: . : ing and wood products, food and food products, 
been upon an improved care for their animals 


‘ f sugar factories, flour mills, meat packing, chemi- 
and a high quality breed of cattle. This is cattle cals and allied products. 


and sheep country, although draft horses, polo 

ponies and race horses are also raised in Wyom- Many of the state’s natural wonders have been 
ing. set aside in national and state parks. The most 
famous of these is Yellowstone National Park. 
The state is also renowned as a hunter’s and fisher- 


Wyoming, the eighth largest state in the Union 


Farming by irrigation, as well as dry farming, 


has brought prosperity to several sections of the man’s paradise which also draws many thousands 
state, where grains, hays, potatoes, and sugar into the state each year in pursuit of big game 
beets are grown. Dairying is important with the and mountain trout. 








The West Will Grow Faster 


According to the estimated projection of population in 
1960 as compared with 1950 census, the West will grow 
at a more rapid rate than balance of the U. S. 







21.9% 


INCREASE in 
1960 over 1950 


9.53% 


INCREASE in 
1960 over 1950 
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Editorial Comment—continued from page 33 


office and destroyed his records. In face of restoring his 
implement paper into regular issuance he had the courage to 
start a companion paper, HARDWARE WORLD. 

He sold his publishing company in the late ’20’s to the 
United Publishing Company and after a few years of travel- 
ing returned in the ’30’s to manage the WORLD for a few years. 

In the early ’30’s the firm was acquired by the Chilton 
Company, present owners and publishers of 14 other major 
business publications. At about the same time the imple- 
ment paper was sold to the well-known editor of HARDWARE 
WORLD, Osgood Murdock, now retired. 

Voiume 1, No. 1 of HARDWARE WORLD was issued in October, 
tailored to benefit the hardware retailers of the West. It was 
a 36-page issue with 14 pages of ads, some of which were used 
in the border at the start of this editorial. Several articles 
were devoted to the “ruinous” competition of the mail-order 
house. There were three merchandising stories showing how 
dealers made it profitable to handle paint, stoves, and pumps. 

Severa! articles in the first issue urged dealers to use effec- 
tive windows and advertising. In fact, the first paragraph 
on the editorial page read, “Do not think the town too small 
or the stock too light to warrant the very best, neatest and 
frequently changed window display which can be made.” 

In subsequent issues pictures of worthwhile windows were 
shown and by June, 1907, the editor announced a window dis- 
play contest to spur dealers to use this valuable sales-builder. 

Down through the years the WORLD has shown many pic- 
tures of successful window and in-store displays and has 
reflected many methods by which successful merchants have 
attained growth and profits. This has helped countless other 
retailers to achieve a like success. 

In recent years the editors of HARDWARE WORLD have inten- 
sified the program to aid retailers in modern merchandising 
techniques and to acquaint them with the latest trends in 
store operations. 

The West will continue its population and industrial growth 
like chain reaction. Hardware retailers who keep abreast of 
the times will also enjoy rapid growth and good profit. The 
staff of HARDWARE WORLD on the eve of the second-half cen- 
tury of publishing re-dedicates itself to present the type of 
material which will help Western hardware retailers keep 


abreast of the times. 
4 " JA a 


Milton Albin 


Elwyn Knight 
. .. Editor 


. Associate Editor 


THE “WORLD” GETS 
AWARDS IN ‘56 
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HARDWARE WORE 


mON 
HONORABLE MEN eS 


DURING THE GOLDEN ANNIVER- 
SARY YEAR of Hardware World, 
two awards were presented to the 
publishing firm in the Achievements 
Awards Contest, sponsored by the 
Western Society of Business Publica- 
tions. The “World” received an hon- 
orary award in Classification 1 for 
publications doing the best overall 
job. The judges said, “HARDWARE 
WORLD has a clean interesting for- 
mat and good timely articles. The fea- 
tures on better merchandising are 
particularly good, both in the longer 
articles and in the quick suggestions 
that they give that should certainly be 
of aid to readers of this magazine.” 
In Classification V the magazine was 
runner-up for the merchandising sec- 
tion which is presented each month as 
a comprehensive outline of merchan- 
dising. 


Acknowledgement: HARDWARE 
WORLD wishes to acknowledge data 
used throughout this Golden anniver- 
sary issue as drawn from publications 
of the U. S. Department of Commerce, 
the Chambers of Commerce of the 11 
Western States, and the Stanford 
Research Institute. Material as shown 
has been prepared by the staff. 





EXTRA COPIES 


... of the “Progress in the 
West” section (pages 33 to 48) 
may be had free merely by writ- 
ing on your company letterhead 
to: Hardware World Service 
Bureau, 1355 Market Street, San 
Francisco 3, Calif. 
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Younger Generation Looks At Old Time Ledger 





OLD LEDGER, of Drumheller Co., Walla Walla, Washington, opened to a September 1902 date is being shown by William 
L. Drumheller, general manager (extreme right) to his sons (left to right) William Jr., Kirk, and John. The firm was 
started in 1900 as a small hardware outlet by the late Oscar Drumheller, father of the present general manager, and 
has grown to be one of the largest and most modern stores in the area. In celebrating their Anniversary a few years 
ago they advertised their success as being measured by a four point yardstick: “.1: the best in employees: .2: the 
best in merchandise: .3: the best in values: .4: integrity.” John Drumheller, vice president of the firm was elected in 
April to the post of president of the Walla Walla Junior Chamber of Commerce. He is also active in several other 
organizations. The firm is a heavy user of newspaper advertising and other merchandising means. (This firm has 
been awarded membership in HARDWARE WORLD’S Western Hardware 50 Year Club.) 





OLD TIMERS... . this is for you 


If you or your firm has been in business for 50 years or more let us 
know. Send an outline of your or your firm’s history. This will 
entitle you or your firm to join the many other “old timers” in 
HARDWARE WORLD’S Western Hardware 50 Year Club. To see 
who are the first to be listed look at pages 24 and 89. Send all 
correspondence and pictures, if possible, to: Editor, HARDWARE 
WORLD, 1355 Market St., San Francisco 3, Calif. 
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RUA PALING 





N 1906 the hardware retailer heard the “clop, 
clop” of horses’ hooves punctuating the sound 
of metal-clad wheels bouncing along cobblestoned 
streets whenever merchandise was delivered to 
his door. Times have changed in 50 years. Today, 
he hears the staccato “burr” of gasoline or diesel 
trucks that whisk his merchandise up to the ware- 
house entrance and shriek to a sudden stop. 


The retailer and his sales force in 1906 waited 
on customers behind big wooden counters. They 
took the orders from the customers and filled 
them out of bins, drawers, cabinets and even 
climbed on the old familiar ladder that ran along 
the wall sections on tracks. Merchandise was 
stored on shelves or cabinets in these wall sec- 
tions right up to the ceiling. Some retailers in 
those days didn’t waste a bit of space. They would 
use the ceiling from which to hang many types of 
merchandise. 


Selling Was Different 


That merchandise which was in sight of the 
customer was usually in a glass case or mounted 
on panels on wall sections. These panels were 


hinged and the corresponding stock was usually 
carried in pigeon holes behind the panel. 


It was characteristic of the times for sales- 
people to wear hats inside the store. The most 
popular, of course, was the derby. It has been 
explained that it was necessary to cover the 
heads, particularly the bald ones, because in so 
many stores the doors were left open during 
working hours and the stores were generally not 
heated. 


As a rule the retail salesman was a person who 
had something “under his hat.” The “old-time” 
hardware salesman usually knew his stock quite 
adequately and was depended upon by his cus- 
tomers to tell him how to use the tools or mate- 
rials and also know how to do many of the things 
that a homeowner would have to do in the line of 
repair or construction around his home. Yes, the 
do-it-yourself angle is actually not new, and has 
been one of the reasons why the independent 
hardware retailer has fared so well as compared 
to so many other businesses. The old-time hard- 
ware men failed, however, to capitalize upon this 
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do-it-yourself angle by not promoting it heavily out to them in October, 1906. The publisher was 
until recent years. Tomse Shearman. 


The fifty volumes of HARDWARE WORLD are an 
excellent record of the development and changes 

In 1906 many Western retailers started to re- that have taken place in hardware retailing since 
ceive HARDWARE WORLD. Vol. 1, No. 1 was mailed its first issue. 


The “World” Starts 





AT THE TURN OF THE CENTURY O. S. Stapley ran regular supply wagon trains from their Mesa, Arizona, store up 
in the mountains to a dam site. 
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RESTORED STAGECOACH was used to celebrate the 
opening of the new Mesa Store about two years ago by 
going through the streets of Mesa, Arizona. 


Ae 


CUSTOMERS who dealt with Stapley’s in Mesa in the 
first few years of operation were given free radio sets 
at preview of the new store. 


MODERN STORE with full glass front was designed at 
angles to draw people toward entrance. It is one of a 
large chain of Arizona retail hardware stores. 
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Windows Were Tricky 


It was the publisher’s intention to create inter- 
est in the use of windows. Pictures were shown in 
nearly every issue of windows that demonstrated 
originality, good design and resourcefulness. It 
is amusing to note that many dealers created 
replicas of early-day automobiles from merchan- 
dise in their stores. Wheels were made from such 
things as reels of garden hose, and stovepipe 
elbows, a forerunner of the balloon tire. Trick 
windows seemed to be the aim of a lot of retailers. 


It is surprising to note that many retailers 
used a mass display in their windows of small 
assortment of merchandise. There were, of course, 
too many “mass display” windows showing prac- 
tically everything the retailer had in the store. 


Instore display was of the non-promotional 
type. Merchandise was merely stocked for cus- 
tomers who came in and asked for an item. There 
were a few point-of-sale cards and banners used, 
but very few merchants used the instore area for 
any promotional display. 


Displays Have Changed 


Times have changed in many ways in hardware 
retailing in these 50 years. About the time of 
the ’20’s, instore displays began to change. The 
flat-top table began to make its appearance with 
merchandise brought out in open display where 
customers could touch and feel it. Small, high 
priced items such as flatware, knives, rods and 
reels, etc., remained under glass cases. The floor- 
to ceiling type of wall section with its traveling 
ladder remained. However, some retailers opened 
the wall sections up a bit by using open shelving. 
More attention was given to decorating the inte- 
rior but “color” had not yet invaded the hard- 
ware store. 


Competition . . . Always 


Competition, as reflected through the pages of 
the WORLD, that gave retail hardware dealers the 
hardest fight, was that of the mail order houses. 
In the ’20’s far-sighted hardware dealers saw the 
handwriting on the wall. Independent retail 
grocers were in a tremendous struggle with groc- 
ery chain stores. In subsequent years the inde- 
pendent retail grocery store took a back seat in 
the merchandising of groceries. Retail hardware 
men learned a good lesson and were far better 
able to cope with the chain store competition that 
inevitably invaded their field. 
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The “easy selling days” of the ’20’s came to an 
end with the “crash.” During the ’30’s not much 
change was made in hardware retailing. It was 
even then a more stable type of business than 
many of the other retail fields. Little money was 
spent on modernization or on new stores. 


The War Brought Changes 


World War II really shook up the old, staid 
hardware business. For one thing, metals con- 
tinually became harder to get and before the war 
was over almost disappeared from the hardware 
store. Tools, nails, cookware and other old stand- 
bys were missing from stock. It really took re- 
sourcefulness for the whole hardware field—both 
wholesalers and retailers—to stay in business. 
People were working harder and longer than they 
had ever worked in their lives; there was more 
money to spend in retail establishments than in 
any previous era, but the big problem was “what 
can we get to sell?” 


For years hardware people had been selling a 
certain amount of housewares items and had been 
getting women’s trade, but not in heavy traffic. 
The war years changed this. In order to get 
things to sell the hardware retailer went into 
baskets, ceramics all kinds of decorative ware, 
giftware items, luxury items for the home, ete. 
And, lo and behold, they sold and sold well. The 
stock also brought the women trade in more fre- 
quently. It was then that the hardware retailers 
realized the tremendous value of having women 
come in and “shop” the store frequently. 


Despite the predictions of old-time hardware 
men that the hardware business would “return to 
normal,” the hardware business continued to sell 
the “‘substitute” items. It was also found out that 





MANY DISPLAY FIXTURES at front show off beautiful 
decorative ware near front window at Stapley’s. 


NOVEMBER 1956 


iw (v7 assis De TN RR eh 


in order to attract women the appearance of fix- 
tures, displays and even color of the store was 
important. 


Modernization Takes Hold 


Store modernization started in one town after 
another and in a few years hit a very high rate. 
At the same time the cost of doing business went 
up tremendously—wages, rents, ete. It was about 
1948 that retailers began to realize that they had 
only been using square-footage for the most part 
for display. They quickly started to change over 
to a cubic-footage type of display fixture. In 
many instances they were able to increase the 
amount of merchandise displayed two and a half 
times per square foot. This was like expanding 
into a store over twice the size without increas- 
ing rent. From that time on until now moderni- 
zation has been taking over the field like a wave. 


In fact, the word modernization does not fully 
describe the real purpose. The term “store im- 
provement” probably expresses the purpose as the 
goal is to make the retail outlet a better sales- 
producing machine. 


Theré has been some effort made and advo- 
cated by certain groups to standardize hardware 
stores. An independent retail hardware establish- 
ment serves a particular community. In each 
case the people in these communities vary—in the 
earning and spending capacities, in their par- 
ticular traits and interests, etc. Consequently, a 
store should be designed from fixtures all the way 
through to color scheme and decorations accord- 
ing to the type of people who trade in the store. 


Today, many stores, both rural and in metro- 
politan areas, do almost half their volume in 





ATTRACTIVE STAIRWAY at front of store makes it 
easy for customers to shop downstairs. 
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CRANSTON'S HAS GROWN 
WITH WOODLAND 





HATS were standard part of hard- 
ware salesmen’s garb in the early part 
of the Century as depicted by this 
photo of Cranston’s Hardware Store, 
Woodland, California, 1905. Merchan- 
dise was stocked on wall section 
shelves right up to the ceiling. Sliding 
ladders were used on both sides. Some 
merchandise was on “open display” 
inside glass cases. 








THE FIRST MODERNIZATION of 
Cranston’s came in the early 20s with 
much merchandise displayed on 
tables. Note the unique display of 
fishing rods around first pole at left. 
Lighting was still something to be 
wanted. Glass cases are still used for 
small valuable items to guard against 
pilferage. 


PRESENT STORE is well lighted and 
makes full use of cubic footage dis- 
play on island fixtures. This section 
displays housewares and hardware. 
There are two shops adjacent to this, 
one for sporting goods and the other 
for appliances. Firm also has a huge 
garden store across the street. These 
series of photos demonstrate the 
transition of Western hardware stores 
in the last 50 years. 
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housewares. This includes decorative ware, gift- 
ware, outdoor furniture, and many other items 
that were on the “substitute” list during the war. 
The experts were wrong. The condition brought 
about during the war gave the retail hardware 
man his biggest opportunity. 


Hardware-Variety Trend in Phoenix 


In the last several years some interesting trends 
have taken place in the retail hardware field. In 
Phoenix, Arizona, neighborhood shopping centers 
have cropped up almost as mile posts. In each of 
these is a super type grocery and market. In ad- 
jacent outlets are bakery, drug store, cleaning 
establishment and a hardware-variety store. The 
tools, and other hard goods are of the hardware 
store quality with just a small amount of the 
lower priced variety store type of goods. The 
variety stock is limited mostly to stationery, 
candy, sewing supplies, lamps, and the usual 
variety store type of giftwares and decorative 
items with a little bit of higher priced merchan- 
dise. 


In the last few years the same type of store has 
cropped up in San Francisco peninsula and a few 
other areas around the country. This type of 
store has its place, particularly in fringe areas of 
towns or cities where the trade does not justify 


a full variety store and a full-sized hardware 
store. 


Self-Service Grows Rapidly 


Self-service type of stores have developed in 
the last five years and the system is being adapted 
to many hardware stores throughout the West. 


It appears that the ideal self-service type of 
store is one that has all its merchandise out on 
open display units. Each item should be price- 
marked. A check-out stand should be placed near 
the entrance or entrances. About 40 percent of 
the dollar volume should be on merchandise that 
has been self-selected. Some stores will do a little 


more, however, the more merchandise that is sold - 


on self-selection the faster that store will turn 
into a variety store or at least a close relative. 
This has been the experience of several Southern 
California retailers who tried to do a 100 percent 
self-service business. 


The actual value of self-serve operation is that 
more time can be spent on “selling” and upgrad- 
ing customers. With the traditional service type 
store the clerks often get bogged down with a 
run of customers and in order to wait on every- 
one don’t take the time to do an all-around selling 
job. With a self-serve set-up, even if the clerk 
does help the customer with 100 percent service, 
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he doesn’t have to bother about taking the cash 
and wrapping packages. In most cases the nuis- 
ance type of sale, such as 10 cents worth of 
screws, or a pair of hinges and screws is avoid- 
ed because the customer can find them all pack- 
aged or displayed in such a way that he can easily 
select the size he needs. In the old-type store the 
clerk would have to climb a ladder or go to a 
drawer and locate the size, show it to the cus- 
tomer and then count them out. In the same 
length of time he could just as well be upgrading 
a customer from a $5.00 saw to one that sells for 
$7.50. 


Such items as power tools, power mowers, elec- 
tric housewares, bicycles, paint, guns, fishing 
tackle and many other items over $5.00 take per- 
sonal selling. Self-serve stores give the oppor- 
tunity of springing salespeople clear from the 
“waiting line” and they can concentrate on the 
customer at hand. Those other customers not 
being served or waiting for special attention, 
are walking all around the store looking at most 
of the merchandise and in many cases satisfying 
an impulse to buy an item they had no intention 
of getting. 


This self-serve system should grow .. . it is 
the answer to both higher costs and a better sell- 
ing effort. 


Small “Chains” Grow 


Another trend that bears watching is two- or 
three-store operation. Many retailers, particu- 
larly in California in the last few years have 
found that it pays to have a second or third store 
in a nearby community. It takes as much time 
to buy for one as for the second or third, they 
reason. Also, if one store runs out of certain 
items, they are easily picked up from one of the 
others. They feel that they can increase their 
profits in this manner and reduce their unit costs. 


Small Shopping Centers Attract Hardware Stores 


Shopping centers is also a relatively new devel- 
opment and finds mixed emotions among hard- 
ware retailers. It is interesting to note that the 
huge shopping centers which are usually built 
around a three-story department store have every 
type of shop except a hardware store. The type 
of center in which hardware retailers seem to 
participate is the neighborhood type where there 
are from five to 15 small shops built around a 
super market. In fact, this type of operation is 
growing rapidly and its success seems to be based 
on the fact that it is a one-stop shopping area. 


Shopping Has Changed 
Perhaps the biggest change in the last 50 years, 








is the difference in the way people shop. In the 
early part of the century, automobiles were a 
rarity. Parking was sometimes a problem then 
for those who used a horse and buggy. For the 
most part people used public transportation in 
the large towns and cities and did their shopping 
in the “downtown” areas or neighborhood shop- 
ping areas. 


Today nearly everyone, including “grandma,” 
drives to the store even for one loaf of bread. 
This has certainly created a problem of parking. 
Some areas use parking meters to discourage 
long-time parking and to give shoppers a chance 
to find space. Other towns have built public park- 
ing lots in the main shopping areas. Some retail- 
ers buy adjacent space and put up their own lot. 
This parking problem is the real reason why 
shopping centers with their own large parking 
areas have been such a success. 


However, a retailer who is in an area that is 
tight on parking space does not have to throw in 
the sponge. If he and other merchants in the area 
will do a positive and consistent job of promo- 
tion and merchandising they will get the busi- 
ness. Despite the fact that people say they like 
to go where there is plenty of parking space, they 
will go to tight areas if there is an event appeal- 
ing enough to attract them. Some merchants in 
such areas have joined together and put on free 
street shows, contests, style shows, and other 
crowd-attracting events and have found that the 
people will pack the area. This is ample proof 
that people will go to a good attraction despite 


TWO STORES CELEBRATE 50 YEARS 


ADVERTISING PIECES announcing the 50th Anniversary 
Sale of Alpha Hardware in the Mother Lode Country 
of California were used this year by the Company’s two 
stores. The outlets are located in Nevada City and Grass 
Vale Valley. The stores are actually older than 50 years, 
but were consolidated in 1906 under the then new name 
of Alpha. The stores have had self service system for five 
years. They are heavy advertisers in newspapers. Photo 
above is the interior of the Nevada City Store which has 
made good use of cubic-footage display. 


56 


the difficulties. It should also be a good lesson to 
all retailers that no matter where you are located 
it pays off to put on an occasional merchandising 
event. Too many retailers wait until they are 
behind the “eight ball” before they think of 
using such methods. 


Independent "Chains" Flourish in North 


The franchise type of store has been flourish- 
ing in the states in the northern half of the West. 
These stores have a common store front color 
design with a common sign. They have the bene- 
fit of a large advertising department and/or 
agency that prepares all types of advertising for 
them at a pro-rated cost lower than they could 
afford to do it individually. Promotions and spe- 
cial events are planned to help them overcome 
chain-store competition. Most of them are spon- 
sored by a wholesaler. 


Credit is not new to hardware stores. There 
was an article in the first issue of HARDWARE 
WORLD warning retailers of the perils of credit. 
However, since those days the handling of credit 
has become a matter of selection and is thereby 
a lot safer. In fact it is one weapon independent 
retailers now have against the cash-type chain 
store competition and a way to meet the credit 
competition of larger retailers and chains. Some 
retailers handle their own paper as they figure 
it produces a good profit. Others find finance or- 
ganizations able and willing to help them. Some 
wholesalers have worked out plans that they offer 
to their retailer customers. Such plans help the 
hardware retailer stay in the business of selling 
power mower, appliances, bicycles and all types of 
high-ticket items. Credit also enables them to sell 
the merchandise at the proper list price. 


Competition is still the biggest worry of the 
independent hardware retailer. And today, he 
has more than he ever bargained for. He still 
has the mail-order house, the house-to-house sales 
organizations, the chain stores, and the big cut 
rate drug stores. In very recent years the rack 
jobber has taken over a little space in super mar- 
kets and selling “cream” items. Most of these 
sales hurt the variety store more than the hard- 
ware retailer, but they are moving in on the 
hardware field. At present they seem to be limited 
under a $5.00 price. Another newcomer is the 
discount house, where crated appliances and furni- 
ture are sold from samples or catalogs on im- 
mediate delivery at a substantial discount. There 
have been ways to lick some of the competition 
in the past and there will be methods to overcome 
present competition. The best answer always has 
been to keep promoting with all possible mer- 
chandising weapons. 
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The Future of Retailing 


(EDITOR’S NOTE: All Western wholesalers and other 

key men in the hardware field were recently asked to ex- 
2 0 press their opinion of “what do you think the independent 
retail hardware store will be like in the next ten years.” 
The interesting and provocative comments of those who 

replied are printed starting on the next page. I am offering 

my opinions on the same subject on this page for what 

they may be worth. If any other persons in the field . . . 

retailers, manufacturers, store planners, wholesalers or 

those in allied fields .. . wish to present their viewpoints, 

by all means send them to the editor and we shall be glad 





to publish them in subsequent issues.—M. A.) 


At this time, the independent retail hardware 
owner is in a good position. He is an excellent 
credit risk and his business is one of those least 
likely to close its doors. Hardware retail stores 
have a failure rate of only 17 per 10,000. Other 
types of retailers have a failure rate as high as 
144 per 10,000. The life expectancy of the hard- 
wareman’s business is 4.4 times that of the aver- 
age for all businesses in the United States. 

This optimistic picture is true despite the fact 
that competition for the dealer’s dollars comes 
from many sources... the mail-order house, chain 
stores, door-to-door sales organizations, super 
markets, trading stamp stores, discount houses, 
service stations, etc. And this number is greater 
than it ever has been and should knock the com- 
placency, if any, out of all independent hardware 
dealers. 

Most of the dealer’s competition is high-powered 
and will become greater rather than weaker. 
Thinking ahead will help the dealer combat much 
of his potential competition. 

Now, to think ahead, what are the trends and 
what might take place in the hardware field? More 
and more customers expect to find what they are 
looking for without having to shop four or five 
stores. The trend seems to be toward the one- 
stop shopping center, or to get back to the “coun- 
try store” type of outlet. To offer this kind of 
stock in a hardware store is impossible with a 
$15,000 to $20,000 inventory. A large portion 
of today’s independent dealers are operating on 
this rate. If five independent dealers took their 
inventory dollars and organized a one-stop hard- 
ware outlet with each one operating a different 
department, they would be able to offer the public 
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about a $100,000 stock, certainly enough to draw 
good traffic. They would also be able to afford 
more effective advertising and promotions than 
they could as individuals. This would be one 
excellent way to meet competition. 

More and more dealers will have to get more 
dollars sales from a square foot of selling area. 
The large shopping areas will not sign a lease 
with a hardware outlet unless it appears that they 
can produce $45.00 per year of sales per square 
foot. This requires a lot more turnover of dollars 
than most stores are getting today. One answer 
for operating in smaller area in order to increase 
the square foot ratio is electronics. At this year’s 
meeting of the Independent Grocers Association 
a device was shown that would make it possible 
to show only samples of merchandise all keyed 
very much like records in a juke box. A shopper 
would put a card in a holder and punch the keys. 
Then the card would be put into an electronic de- 
vice and the merchandise would automatically 
drop onto a conveyor belt and come right to the 
check-out stand. 

Some retailers have even suggested packaging 
small items like screws into small plastic boxes 
and putting them into coin-operated vending ma- 
chines. 

However, the best an independent has of stay- 
ing in business is being able to offer something 
his competition can’t offer and that is service, 
personal help on customers’ projects and closer 
relationship with his customers. Even ten years 
from now these factors balanced with a good selec- 
tion of stock and good promotion will keep the 
independent in business. 

Milton Albin 
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“There Always Will Be a Need 
for a Good Hardware Store” 


BY DOM A. CIVITELLO 


General Sales Manager 
The Thompson-Diggs Company 
Sacramento, Calif. 


Hardware is an all-encompassing word. More 
and more the public looks to a hardware store 
for practically everything around the home or 
farm, especially when they want quality merchan- 
dise. 


When they buy quality, they want to know all 
about the product. They want to ask questions. 
They want to make comparisons. They need ex- 
pert help, etc. Some self-serve stores make no 
effort to supply this information, and the aver- 
age chain store lacks the experienced personnel 
who can give it. 


Recently, by way of conversation, I remarked 
to a self-serve operator that I noticed he did not 
have much merchandise that sold at $5.00 or 
over retail. He replied, “That’s correct. Our ex- 
perience is that when people buy something of 
value, they want a sales person tell them some- 
thing about it. We cannot afford to handle that 
type of merchandise. It takes too much time to 
sell. If the customer cannot pick it up and carry 
it to the counter and pay cash for it, we do not 
want it.” 


The same situation applied 25 or 30 years ago 
when the mail order houses began to establish 
retail stores. At that time many hardware deal- 
ers were concerned because they felt they could 
not compete with the chain store. So were we. 
During all these years, the hardware retailers 
have continued to grow and expand and most of 
them have been very successful. What the chain 
store did was force all of us to become better 
merchandisers. The same situation applies today. 
The hardware retailer who wants to stay in busi- 
ness must keep abreast of the times by adopting 
merchandising practices that seem to be profit- 
able. 


Much is being written and some experimenta- 
tion is taking place in self-serve or self-selec- 
tion, as you may choose to call it. Self-serve is 
a good thing and should be encouraged as much 
as possible. Modern fixtures with merchandise 
properly displayed and attractive “self-serve” 
signs strategically placed around the store will 
accomplish this. But a good hardware store by 
the very nature of the merchandise can never be 
entirely self-serve. It is a combination of self- 
serve and good personal salemanship that will 
enable the hardware retailer to prosper. 


About three years ago one of our local cus- 
somers spent $3000.00 for new gondolas. After 
these fixtures were in use about 3 months, I asked 
him what was his experience in the new opera- 
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tion. He said, “If I were doing as much business 
under the old system that I am doing today with 
these new gondolas, I would have had to have one 
more salesman. People come in here and when we 
are busy, they start looking around these open dis- 
plays and invariably find something that they 
had no intention of buying when they came in. 
These open gondolas have sure increased impulse 
buying and self-service.” 


Two years later this same dealer replaced all 
of his wall fixtures with new self-serve wall fix- 
tures to match the rest of his store and with 
equally good results. 


HARDWARE WORLD and other trade journals 
are constantly showing photographs and quot- 
ing similar success stories. Many years ago some- 
one wrote, 


“A fool never learns, even by experience. 

The average man learns by his own experi- 
ence. 

The wise man learns by the experience of 
others.” 


So, I say if a hardware dealer will pattern his 
operations after these success stories, he will be 
the “wise man” by profiting from the experience 
of others. 


Here is another example and proof that a 
good hardware store with a wide variety of mer- 
chandise and a balanced inventory can succeed 
in spite of self-serve and chain competition. 


In a new Shopping Center (established about 
three years ago) about 1000 feet long with park- 
ing space for 4000 automobiles, is a very large 
hardware store. Starting at one end is a Super 
Market with all the kitchen hardware that such 
a place normally stocks. The second store is a 
chain drug store with the typical low-price drug 
store hardware, including garden supplies, electric 
appliances, some electrical materials, etc. Next 
comes the large hardware store. 


Then down the line comes the Woolworth Store, 
Kress, Grant’s, J. C. Penney Company, and a 
department store, all of them carrying their nor- 
mal complement of the hardware, housewares, 
and garden supplies that these stores normally 
stock. 


This hardware man knew when he signed the 
lease that these other firms were coming in. His 
attitude was “they build the foot traffic. I have 
the merchandise and give out the information 
that builds customer following and good will.” 


Courage, confidence, hard work, and the intel- 
ligent application of good merchandising prac- 
tices add up to success. That was true yesterday; 
it is true today, and it will be true tomorrow and 
in the tomorrows to come for many years. 
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Sample Display Store is in the Future 


BY W. E. WILSON 
Sales Manager (Portiand Div.) 
Marshall-Wells Company Portland, Oregon 


I honestly believe that if changes continue in 
the next ten years as they have in the past ten 
years that we are due for some very startling 
changes a decade from now. 


I feel very certain that if the hardware re- 
tailer is to exist and make a profit out of his 
investment and effort that he will have to do a 
complete about face in his thinking, working, 
promotion, display and selling. First, I’m very 
much concerned that there will even be a place 
for the hardware retailer as we know him today 
at the end of ten years from now. The public is 
too well informed that they can purchase goods, 
not only out of the hardware industry, but almost 
any other at prices much less than they would 
pay the retailer. I’m thinking about the tremen- 
dous strides that the discount houses have made 
all over the country in the past few years. 


Certainly, these discount houses are going to 
increase their operation so that they will soon 
be in almost every area that boasts a metro- 
politan center. 


I sincerely believe that the retail hardware 
people today are going to have to take another 
look at their method of operation and cut out 
all of the frills, extra service, time payment plan, 
credit policies and every single item that adds to 
the cost of doing business. I think that the future 
hardware store will be a 100 percent “select your 
item yourself’—not a “serve yourself” but a 
“select the item’. The customers will take their 
orders to a call desk, pay for their needs, walk 
out with the item wanted in a factory pack, acting 
as their own delivery, their own service from that 
time on. 


I believe that displays will consist of one of an 
item carried in such a way that there will be no 
chance of pilferage and that right down to the 
smallest item the shopper will list out what he 
wants and get the order filled at a checkout stand. 


At the present time, there is not a single hard- 
ware retailer that I know of whose store is not 
overcrowded, whose merchandise is properly dis- 
played, whose rent is not far in excess of what 
it should be because of the space that it is taking 
up, not only one item but to display mass 
quantities of items. The ideal picture will be a 
store that can show several thousand items in a 
25 x 40’ space with a backup stock taking only 
one-fourth of the floor space presently used. 


All of these things will mean considerable sav- 
ings to every retailer. He will be forced to make 
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these savings so that he can meet competition 
of the discount houses, the mail order houses 
which we know are going to be promiscuous in 
every community as time goes on. 


The Trend in Display Techniques 


BY JOHN T. BOLTON 
Vice President 
Daley Display Fixtures 
Redwood City, Calif. 


There is no doubt that: 


1. Hardware stores are getting larger—consid- 
erably larger. 


2. More and more are locating in the heart of 
shopping centers. 


3. Virtually all hardware stores in shopping 
centers are designed exclusively for self- 
service. 


There is a definite trend to long continuous 
islands with products bunched by classification. 
This is contrary to retail hardware dealer as- 
sociations’ recommendations for short islands, 
with each island devoted to a single product 
group, say electrical, plumbing or paint. 


The long, continuous islands make full use of 
available floor area, display more merchandise 


per square foot of floor area, by far, than single 
islands or tables. 


Further, the use of long islands with adjus- 
table shelving goes far to eliminate specialty 
racks which are limited to a single product and 
devour valuable floor space. 


We see a significant trend in pre-packaging— 
more items prepackaged for quick, easy handling, 
pricing, and inventory control. 


Check-out counters in the front of the store— 
a la the supermarket—are found in the newer 
stores, and there’s little doubt that the super- 
market type of cashier stand will predominate 
in a few years. 


Color will play an important part . . . using 
attractive decorator shades to draw customers 
into the store, and to differentiate between de- 
partments. Watch for shopping carts, too—not 
just the little drug-store type cart but the larger 
supermarket cart, within a few years. 


There'll be a further increase in “all-glass” 
store fronts to invite the customer inside. Ade- 
quate parking will be made more available— 
as will “pick-up” departments at rear doors. 


Cont. on page 83 
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BAKER & HAMILTON COMPANY 


San Francisco, Calif. 
Started: 1849 








Older than the State of California, the firm was 
born with the opening of a general store, housed 
in a tent on Mormon Island, site of one of Cali- 
fornia’s richest gold strikes. Later that year the 
founder, James Warren, was joined by two junior 
partners, Livingston Low Baker and Robert Muir- 
head Hamilton. 


The operation was moved to Sacramento in 
1850, and in 1853 the junior partners purchased 
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the Warren interest. A branch was opened in 
San Francisco in 1869, and eventually the firm’s 
headquarters was moved to that city and the 
Sacramento operation was discontinued. 

In 1918 Baker & Hamilton merged with Pacific 
Hardware & Steel Company to bring together two 
of the oldest hardware and steel concerns in the 
West under the name of Baker, Hamilton & Pa- 
cific Company. At this time the firm moved into 
the block-square building that it still occupies at 
700 Seventh Street, which had housed the Pacific 
Hardware and Steel Company prior to the merger. 
In 1942 the company’s name was changed back to 
Baker & Hamilton. 

The firm covers California, Oregon, Washing- 
ton, Nevada, Arizona, Alaska, and the Hawaiian 
Islands. 

A grandson of one of the partners who founded 
the company, Wakefield Baker II, is president and 
chairman of the board. Two veteran employees 
of the firm are Henry Hofmann, general manager, 
and Emmet Burke, firm’s general sales manager. 
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The distribution of goods plays an important part 
in the development of an area such as we have here 
in the 11 Western States. Many Western wholesalers, 
some with a history dating back more than a hundred 
years, as well as others that have a later beginning, 
have all contributed to the economic growth and 
expansion of the West. On the following pages we 
have covered in brief form the history of many of 
these firms. 











DUNHAM, CARRIGAN & HAYDEN COMPANY 


San Francisco, Calif. 
Started: 1848 





The firm was started in a tent on the water- 
front of San Francisco during California’s gold- 
rush. Founded by James C. Conroy and John F. 
O’Connor, the firm was entered by many other 
persons during the next few years, and company 
underwent many changes in name. In 1872 it was 
known as Conroy, O’Connor & Company; in 1875 
it became known as Dunham, Carrigan & Com- 
pany, and finally in 1888 the present name was 
adopted. 


The firm weathered booms and busts through- 
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out the latter part of the nineteenth century, and 
the spirit of the firm was put to the test in the 
1906 earthquake and fire that all but consumed 
the firm’s warehouse. The firm played a big part 
in the rebuilding of the city, and operating from 
temporary headquarters, supplied much of the ma- 
terial and goods needed to rebuild the city. 

Management of the company is represented by 
Curtis Hayden, Sr., president; and his two sons, 
Brace Hayden and Curtis Hayden, Jr., both vice 
presidents of the firm. The senior Hayden joined 
the firm in 1910 and has been president since 1935. 
Brace joined the firm in 1934, and Curtis Jr., 
joined in 1940. Firm’s general sales manager is 
Ben Halliday, who joined the firm in 1910, and 
since the early 1920s has headed the sales de- 
partment. 


Territory covered includes Northern California, 
and parts of Oregon, Nevada, Arizona, Alaska and 
the Hawaiian Islands. In 1954 the firm opened a 
small warehouse in Honolulu, and in 1955 they 
moved to larger quarters where they warehouse 
stock for quick shipment to islands hardware 
outlets. 








AUSTIN BROS. LTD. 
Stockton, Calif. 
Started: 1875 

Firm came into being in 1875 when two 
brothers, W. B. and H. S. Austin, purchased the 
Stockton branch of the T. H. Shelby Company. 
The present owners who operate the firm as a 
partnership are Francis M. Viebrock and Simpson 
H. Hornage. They purchased the firm in 1945 and 
both had been with the firm for quite some time 
prior to the purchase. The firm covers the Sac- 
ramento and San Joaquin Valleys, Mother lode 
districts, Northern and Southern mine areas, Sac- 
ramento and San Joaquin Delta areas, and the 
San Ramon Valley. 


THE THOMSON-DIGGS COMPANY 


Sacramento, Calif. 
Started: 1875 
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This firm, located in California’s capital city, 
and in the very heart of California’s Great Cen- 
tral Valley, dates back to the founding of the 
Holman-Stanton Company, hardware and imple- 
ment distributors, in that year. 

In 1882 the Holman interest in the firm was 
purchased by Fred F., and Herbert R. Thompson, 
two Vermont school teachers who had migrated 
to California. A few years later they purchased 
the Stanton interest, and in 1900 merged with the 
Diggs Vehicle and Implement Company, and was 
incorporated under the present name. 

The present operation covers California from 
Bakersfield in the Valley and Santa Barbara on the 
coast, all the way to the Oregon border and in- 
cluding the five Southern Oregon counties, and 
East to Elko, Nevada. The firm operates from 
their main plant in Sacramento, and a branch 
operations in Fresno, Calif. 

Charles L. Mason, president since 1948, has been 
with the firm for 32 years. Dom Civitello, firm’s 
general sales manager, is a veteran of 48 years 
with the firm. 


HARPER & REYNOLDS CORPORATION 
Los Angeles, _— 
Started: 1876 

The business was started as a tin shop and hard- 
ware store in 1876 by Charles F. Harper and a 
partner at 152 North Main Street. Soon after, Mr. 
Harper’s partner sold his interest and the founder 
was joined by a succession of partners for about 
ten years. C. C. Reynolds joined him in 1881 and 
the firm became known as Harper, Reynolds and 
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Company and moved to 151 No. Los Angeles 
Street. 

In the early 1890s the firm entered the hard- 
ware wholesaling business. The retail operation 
was dropped several years prior to World War I. 

The firm was reorganized in 1919 when R. Leon- 
ard, Wm. B. Joyce, Jr., C. J. Negus, S. T. Exley, 
and H. S. Chamberlain purchased the business and 
changed the name to Harper & Reynolds Cor- 
poration. The company serves Southern Cali- 
fornia. 

Heading the firm now are: S. T. Exley, Jr., 
president ; Ed G. Norberg, vice president and di- 
rector of merchandising, and Ralph A. Judd, sales 
manager. 


CALIFORNIA HARDWARE COMPANY 


Los Angeles, Calif. 
Started: 1877 


The history of the firm goes back to 1877, when 
William F. Marshall and J. A. Henderson started 
a hardware business and operated it as such until 
1882. In that year the business was sold to an 
organization that was later to change its name 
to Union Hardware and Metal Company. 

The wholesale firm of today dates back to 1892, 
when Mr. Marshall and Mr. Henderson, having 
sold the lumber business, bought the business of 
Brown and Foster Hardware Company at 128 
Spring Street, Los Angeles. In May of that year 
the firm’s name was changed to California Hard- 
ware Company, and the firm operated exclusively 
as a retail outlet until 1897. 

During the history of the company, they out- 
grew their facilities many times, and in 1913 
moved to their present location at 500 East First 
Street. 

The firm is headed by Shannon Crandall, Jr., 
who was elected president in 1949. 

E. Hallock, who joined the firm in 1915, is the 
firm’s general sales manager. 

Territories served are Arizona, California, Ne- 
vada and part of Utah. 


SELLER BROTHERS & COMPANY 
San Francisco, Calif. 
Started: 1878 

In the year 1878 there was a ready market in 
San Francisco for tin housewares, such as pie 
plates, pans, cups, etc., and J. Seller founded 
Seller Brothers Company when he entered busi- 
ness on Battery Street as a tinsmith, manufactur- 
ing tin housewares. 

The firm officially became Seller Bros. when Mr. 
Seller’s sons, Henry, Fred and Sanford Seller, took 
over the operation of the business. Henry became 
sole owner of the business following the death of 
his two brothers, and was active in the business 
until his death at the age of 84, in 1946. 

The firm was incorporated in 1946, and Alan 
Hyman, grandson of the founder, became presi- 
dent, a position he still holds. 
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FOR SALES 


Relax! These famous tools will do your 
sales work for you. Yes, Stiletto Tools 
and Cutlery produce extra sales, extra 
profits, thanks to extraordinary quality 
and value. Unconditionally guaran- 
teed and sold exclusively by Baker & 
Hamilton. As the old saying goes, “A 
workman is no better than his tools”... 
POINT UP YOUR SALES WITH STILETTO! 


Give them the prominence they deserve 





...im your store, in your windows, in 
your merchandising plan. 
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Baker & Hamilton 
Since 1849 


700 Seventh Street, San Francisco, California 
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UNION HARDWARE & METAL CO. 
Les Angeles, Calif. 
Started: 1882 

Back in 1882, Joseph Shoder, a salesman for a 
San Francisco wholesale hardware firm, backed 
by Edward McLaughlin, a pioneer banker of San 
Jose, California, started the firm of Schoder & 
Johnson in Los Angeles as a wholesale blacksmith, 
mining, steel, and industrial supply house, and 
over the years added general hardware, house- 
wares and other lines. 

Mr. McLaughlin was named president in 1892, 
at which time the firm’s name was changed to 
Union Hardware & Metal Company. 

The company’s present home, on which con- 
struction began in 1949 and which was completed 
in July of 1950, is in East Los Angeles. 

Since 1943 the firm has been headed by Edward 
H. McLaughlin, who was elected president of the 
firm upon the death of his father, E. O. McLaugh- 
lin. Edward McGinnis is vice president and gen- 
eral manager, and Francis F. Regan is director 
of sales. 


HOFFMAN HARDWARE COMPANY 
Los Angeles, Calif. 
Started: 1884 

Starting as a retail hardware and tinsmith 
business in 1884, the firm became exclusive whole- 
salers in the 90s and sold out the retail division 
of the business. 

In 1954 the firm moved to a new building at 
6625 E. Washington Blvd., Los Angeles, Cali- 
fornia. 

The organization is headed by B. J. Badham, Sr., 
president, who joined the firm back in 1900; B. J. 
Badham, Jr., vice president, and his brother, Ed- 
ward Dick Badham, secretary of the firm. 

Southern California and parts of Central Cali- 
fornia, Western Nevada and Western Arizona, are 
covered by the company. 


WESTERN METALS SUPPLY CO. 


San Diego, Calif. 
Started: 1886 


j 


wd 


This firm was started in 1886 by two brothers, 
Bernard W. and George McKenzie, who came from 
Kentucky to establish the hardware firm known 
as McKenzie Bros. 
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In 1888 two other partners joined the firm and 
the name was changed to McKenzie, Flint & 
Winsby, with George McKenzie as president. 

The two brothers bought out the interest of 
their two partners in 1902 and changed the name 
to Western Metals Supply Co. at which time Ber- 
nard became president of the firm. 

Following Bernard’s death in 1924, Bruce B. 
Stark, formerly vice president, became president. 
He retired in 1947. In 1926 Bernard McKenzie’s 
son-in-law entered the firm, and starting from the 
bottom, worked his way through various depart- 
ments to become president of the firm in 1947. W. 
Murray Smith is current president of the firm. 
Burt C. Sutton is vice president and sales manager. 

Southern California, part of Arizona, N. part of 
Baja, Calif., and Mexico are territories covered by 
the company. 


MARSHALL-NEWELL SUPPLY COMPANY 


San Francisco Calif. 
Started: 1906 


Back in February, 1906, two hardware men, Joe 
Marshall and Fred Newell, formed the company 
only to be wiped out two months later by the 
earthquake and fire of April, 1906. The firm was 
soon back in business supplying industrial and 
engineering items to San Francisco and the Bay 
Area. 

In 1915 the firm took on a line of builders’ hard- 
ware that has had a far reaching effect on the 
company, and in 1923 a Builders Hardware De- 
partment was added. 

Mr. Newell died in 1948, but his family main- 
tained an active interest in the business. On Jan- 
uary 1, 1956, after 50 years, Messrs. J. H. Mar- 
shall and P. A. Converse, president and vice 
president respectively, both retired from active 
participation in the business, although both re- 
main on the board of directors. 

A. M. Chambliss, son-in-law of G. F. Newell, 
was named president. 

Just recently the firm announced that they were 
expanding their dealer service with the addition 
of a Dealers Department, headed by Vernon Lewis. 
They also announced that they expected to be 
moving into a new building at a new site some- 
time in the near future. 





HARDWARE WORLD’S WESTERN HARD- 
WARE 50 YEAR CLUB MEMBERSHIPS will 
be presented to all Western wholesalers 
who are listed in this section which covers 
the old-time Western hardware whole- 


salers. For other 50-year members see 
Pages 24 and 89. 
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THE THOMSON-DIGGS COMPANY 
Now In Its 85th Year Of 
“Growing With The West—To Serve The Dealers Best” 


<2 









HISTORY OF OUR GROWTH 


1871-1882 Known as Holman-Stan- 
ton Co. A Few Men, A Few Lines, 
A Small Warehouse. 


1882-1900 Known as Stanton-Thom- 
son & Co. A Little Bigger, A Little 
Better. 


1900 — Became THE THOMSON- 
DIGGS CoO. 


THIS IS THE THOMSON-DIGGS COMPANY TODAY—1956 


TWO BIG WAREHOUSES AND OFFICES CONVENIENTLY LOCATED 
IN SACRAMENTO AND FRESNO FOR FAST, EFFICIENT SERVICE 
... TO SERVE YOU BETTER! 


50 TOP SALESMEN COVERING | 
OVER 36,000 SQUARE MILES OF = = 
CALIFORNIA, NEVADA AND | 
SOUTHERN OREGON... TO SERVE 
YOU BETTER! 





OVER 500,000 SQUARE FEET OF 
WAREHOUSE FLOOR SPACE 
CHUCK FULL OF MERCHANDISE 
TO SERVE YOU BETTER! ; eo Bie 
(THAT'S OVER 5 BIG SQUARE iO) eS 
CITY BLOCKS). “<i FRESNO 


PRACTICALLY ALL MAJOR HARD- 
WARE AND HOUSEWARES LINES 
PLUS ACME QUALITY PAINTS, 
SLOANE DELAWARE FLOOR COV- 
ERING, TOYS, WHEEL GOODS, 
SPORTING GOODS, TO LIST JUST 
A FEW. 


ABILITY TO FILL ORDERS AL- 
MOST 100% COMPLETE, PLUS 
FAST INVOICING ... TO SERVE 
YOU BETTER! 


CONTACT YOUR LOCAL THOM- 
SON-DIGGS SALESMAN TODAY! 
HE’S A GOOD MAN TO KNOW. 


“SACRAMENTO —-—s ® 


You Are Cordially Invited to Visit Us at Either (or Both) of the Above Locations. 


WE AIM TO EXCEL IN PERFORMANCE 
THE THOMSON-DIGGS COMPANY 


Sacramento — Fresno 
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COLORADO 





HOLMES HARDWARE COMPANY 
Pueblo, Colorado 
Started: 1872 

The Holmes Hardware Company was founded 
in 1872 by Alva Adams, to meet the needs for 
adequate hardware and mining supplies in the 
Colorado mountain towns of Alamosa, Telluride, 
Leadville, and Silvertown. He was joined in 1899 
by George Holmes, both of whom retained active 
operation of the firm until 1935, when Mr. Holmes’ 
son, John, took over the business. Today the firm 
is headed by Alva B. Adams, Jr., who is president. 
Vernon T. Coats is executive vice president and 
general manager. 

The building which was something of a land- 
mark in Pueblo for two decades, was destroyed 
by fire in 1916 and a duplicate of the original 
structure was erected. 


HASSCO INCORPORATED 


Denver, Colorado 
Started: 1879 

The founders, Louis B., and Nathan Goldberg, 
little dreamed in 1879, when they started manu- 
facturing wash boilers in their little tin shop, that 
the firm would emerge into a large hardware job- 
bing business, occupying more than 86,000 square 
feet of floor space. 

It was actually quite some time, in 1933, that 
the firm entered ‘the wholesaling business when 
one of the’large jobbers in their area went out 
of business. ** * 

In June of 1944, fire destroyed the firm’s prem- 
ises at 3500 Walnut Street. Temporary headquar- 
ters were established and the firm later rebuilt 
the building, which now housed the manufacturing 
division of the company, which makes cans and 
reels for motion picture film. 

In 1945 they moved into their downtown build- 
ing which houses the wholesale operation. 

Vice president and general manager of the di- 
vision is Charles B. Allen. Harold H. Kueker is 
sales manager. The firm covers Colorado, South- 
ern Wyoming and Western Nebraska. 


MOREY MERCANTILE COMPANY 
Denver, Colorado 
Started: 1884 

Founded in 1884 by Chester S. Morey, the firm 
operates a grocery and a food manufacturing divi- 
sion as well as a hardware wholesale organization. 

John W. Morey, son of the founder is president 
of the organization. The hardware division is 
headed by C. B. Heister, as manager. He cele- 
brated his 50th anniversary with the firm a few 
years ago, and has been manager of the hardware 
division since 1924. George Hopkins, another 
veteran with the firm, is sales manager of this 
division. 

The firm covers Colorado, Wyoming, New 
Mexico, Western Nebraska and Eastern Utah. 
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BANNER HARDWARE DISTRIBUTING COMPANY 


Denver, Colorado 
Started: 1902 

The Banner firm was started in 1902 by Sam 
Banner, a pioneer of Denver’s business world, 
and was operated as a machinery and tool busi- 
ness until Mr. Banner’s death in 1941. It was at 
this time that Harry Levy and Max Lackner took 
over and converted the business into a modern 
wholesale operation. 

In 1953 the partnership was extended to in- 
clude the senior partners’ sons, Edward Lackner 
and Norman Levy. 

The firm serves Colorado, Wyoming, Western 


Kansas and Western Nebraska from their 15th 
Street address. 


IDAHO 


ERB HARDWARE COMPANY 


Lewiston, Idaho 
Started: 1896 


In the Spring of 1896, E. T. Dorris moved his 
hardware stock to Lewiston, Idaho and set up 
in business as the Cash Hardware Company. A 
year later, R. S. Erb, arrived in Lewiston. Not 
long after Mr. Erb joined the Cash Hardware 
where he remained until 1901. At this time Mr. 
Erb left the firm, and it was only after traveling 
for another firm for a number of years, and after 
operating a mercantile business in Greer, Idaho, 
that he returned to Lewiston in 1910 and took 
over management of Cash Hardware and in 1912 
incorporated it under the name of Erb Hardware 
Company. 

Mr. Erb died in April, 1952, and A. L. Barnes, 
who went to work for the firm 30 years ago was 
elected president. Don Hendrickson is vice presi- 
dent of the company. 

The firm covers N. Central Idaho, E. & Central 
Washington and N. E. Oregon. 





WATCH FOR 


The January Pre-Convention & Show Issue 
and the articles that will be of interest to 
all convention-goers. 
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WE HAVE SOLD TO HARDWARE DEALERS IN NORTHERN 

CALIFORNIA AND ARE VERY PROUD OF THE MANY 

FRIENDS WE HAVE MADE. WE LOOK FORWARD TO THE 

NEXT 28 YEARS AND THE PRIVILEGE OF SERVING MANY 
NEW FRIENDS. 








ORTHO PRODUCTS 

SCOTT'S LAWN CARE PRODUCTS 

BLACK LEAF PRODUCTS 

SNAROL AND ANTROL PRODUCTS 
GREENALL FERTILIZERS 

SUNSET BOOKS 

UNION FORK & HOE (GREEN THUMB TOOLS) 
RAIN KING SPRINKLERS 

GREEN SPOT PRODUCTS 

HOMKO POWER MOWERS AND SWEEPERS 
SILEX ELECTRIC TRIMMER AND EDGER 
SNAP CUT SHEARS 

RAIN BIRD SPRINKLERS 


1000 Mariposa St. - San Francisco 10 








Distributing The Following Products 


SUPPLEX PLASTIC HOSE AND SPRINKLERS 
WISS GARDEN SHEARS 

SPRINGTIL GARDEN TILLER 

HUDSON SPRAYERS AND DUSTERS 
GRANTS PRODUCTS 

MIRACLE GRASS SHEARS 
QUAKER-PIONEER GARDEN HOSE 
MOE-HOE ELECTRIC TILLER 

PROEN SQUARE SPRINKLERS 
CORONA SHEARS 

TREE SEAL 

WEEDONE PRODUCTS 

GREAT STATES HAND LAWN MOWERS 


AND MANY MORE 


CALIFORNIA PEST CONTROL CO. 


Phone: UNderhill 1-6363 
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A XS 


EWELL SUPPLY CO 


1906 


Smoking rubble and ashen waste 
. . . Scarred land and charred 
buildings . . . Marshall-Newell 
Supply Company, barely started, 
was wiped out. 


Newell, like countless San Fran- 
ciscans in April 1906, refused to 
yield. 


They found a shack—a lonely, 
disreputable, flimsy, corrugated 
iron shack—in a coal yard at 
142 Steuart Street. Here Mar- 
shall-Newell started afresh and 
vigorous just two months after 
founding their business at 33 Sac- 
ramento Street. 


In the years that followed, there 
were other fires—but none so de- 
structive. There were depressions 
and wars. But the Company they 
founded forged ahead—solidly 
built on honesty and integrity— 
quality products and materials. 


The people of Marshall-Newell 
are mindful of the courage of 
Joe and Fred. As we inaugurate 
our 51st year, we rededicate our- 
selves to the fine traditions of 
this business. 


1956 
EXPANDED DEALER 
SERVICE 


4) 


MARSHALL-NEWELL 
SUPPLY COMPANY 


Spear and Mission Streets 
San Francisco 19, Calif. 
EXbrook 2-1901 
BuILpERS HARDWARE 


VALVES AND PIPES 
Toots, INDUSTRIAL SUPPLIES 





But Joe Marshall and Fred | Davis formed a partnership with 
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DAVIS SUPPLY COMPANY, INC 
Boise, Idaho 
Started: 1902 

R. K. Davis, with his brother, 
the late S. T. Davis, organized 
the Idaho Hardware & Plumb- 
ing Company at Boise in 1902, 
and since that time has re- 
mained active in the hardware 
business. He was president of 
the Company at the time he 
sold out his interests in Septem- 
ber, 1944, at which time R. K. 


M. A. Thometz and founded the 
Davis Supply Company, Inc., at 
South 8th Street in Boise. 

In April, 1950, they acquired 
their own building at 3rd & 
Broad Streets. Today M. A. 
Thometz is vice president and 
general manager of the firm, 
and R. F. Orchard is vice presi- 
dent and sales manager. 

The firm covers Southwestern 
Idaho and Eastern Oregon. 


NEW MEXICO 


CHARLES ILFELD COMPANY 
Albuquerque, New Mexico 
Started: 1866 

What began 90 years ago in 
Taos, New Mexico, as a one-man 
retail store, has today, mush- 
roomed into a wholesale organ- 
ization comprising 500 em- 
ployees, eight branch houses 
with services that encompass 
the State of New Mexico, South- 
ern Colorado and Northern Ari- 
zona. That, in brief, is the out- 
line of developments of the 
Charles Ilfeld Company, Albu- 
querque, N. M. 

Two years after Charles II- 
feld, the founder, started busi- 
ness he realized that Taos was 
being bypassed by the then 
growing mode of transportation, 
wagon trains, and in 1867 he 
moved his business to Las Vegas, 
New Mexico. 

As the business prospered, 
operations were extended and 
new branch houses opened to fa- 
cilitate service to Ilfeld’s cus- 
tomers. In succession Santa 
Rosa, Albuquerque, Magdalena, 
Santa Fe, Gallup, Farmington 
and Durango Mercantile Com- 
panies were added to the grow- 
ing list of branch houses. 

The firm’s headquarters were 
moved to Albuquerque in 1915. 





Frank A. Mapel was named 
president of the firm in 1952, 
succeeding Earl L. Moulton. 


J. KORBER & COMPANY 
Albuquerque, New Mexico 
Started: 1882 

The company was founded in 
1882 as a blacksmith and wagon 
repair shop by Jacob Korber, 
who arrived in Albuquerque just 
as the new town was building 
up alongside the recently com- 
pleted railroad. The business 
prospered and Jacob Korber and 
his partner Christian Lam- 
parter, a woodworker, began 
manufacturing wagons and do- 
ing custom work along with re- 
pairs and horseshoeing. 

With bigger and quicker profits 
on Eastern-made vehicles, they 
began to wholesale and retail 
wagons all over the states, and 
to the mines in the Northern 
area. 

After the founder’s accidental 
death in 1921, his son Albert 
Korber was elected president of 
the corporation which had been 
incorporated just a few years 
earlier. John Albert Korber, son 
of the president, is general man- 
ager of the business. 

The firm serves an area com- 
prising the entire state of New 
Mexico, with the exception of a 
southern quarter of the state, 
and reaching into adjoining 
counties in Arizona and Colo- 
rado. 


MOMSEN DUNNEGAN RYAN COMPANY 


Albuquerque, New Mexico 
Started: 1886 


The same year 1881, that El 
Paso welcomed its first railroad, 
it also welcomed Gus Momsen 
into the town that was soon to 
be established as the trade and 
rail center of the Southwest. 

Five years after Mr. Momsen’s 
arrival in E] Paso, the Gus Mom- 
sen and Company was formed, 
handling plumbing and heating 
supplies and sheet metal work. 
As the firm continued to develop 
with the community, Mr. Mom- 
sen formed a partnership with a 
Mr. Richard Thorne, which was 
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dissolved in 1902 and the Gus 
Momsen and Company was re- 
established. 

Fire wiped out the business in 
1907, but the business was re- 
opened soon thereafter. Mr. 
Momsen joined by Carl F. Dun- 
negan and George B. Ryan in 
1913, organized the business as 
a wholesale supply house under 
present name of Momsen Dun- 
negan Ryan Company, with Mr. 
Momsen, president, Mr. Dunne- 
gan as vice president and treas- 
urer, and Mr. Ryan as secretary. 
Mr. Dunnegan assumed presi- 
dency upon Mr. Momsen’s death 
in 1942, and was active until 
1942 when he stepped into semi- 
retirement. 

Present officers are Gus Mom- 
sen, son of founder, president; 
his brother Reuben F. Momsen, 
vice president and treasurer; a 
third brother, Leo J. Momsen, 
vice president and _ secretary, 
and A. J. Murray, vice president 
and sales manager. 


ZORK HARDWARE COMPANY 


Albuquerque, New Mexico 
Started: 1886 


The Zork Hardware Company 








“I don’t see how you’ve gotten along 
without one.” 


of Albuquerque, New Mexico, 
was founded in 1946 by the 
seventy-year-old Zork Hardware 
Company of El Paso, Texas, and 
Rudolf Dreyer, vice president, 
general manager and sales man- 
ager of the Albuquerque firm. 
The Albuquerque branch oper- 
ates as a separate operation un- 
der Mr. Dreyer’s supervision. 
Heading the Zork Hardware in 
El Paso is Luis Zork, son of one 


of the founders of El Paso firm. 
Mr. Zork is also president of the 
Zork Hardware Company of New 
Mexico. 

The firm is now housed at 
1414 12th Street, to which they 
added a building in 1950. Firm 
just recently completed a second 
addition to their warehouse and 
sample rooms. 

The New Mexico firm operates 
out of their Albuquerque base, 
serving Northern New Mexico, 
Southern Colorado and North- 
eastern Arizona. 


OREGON 


M. SELLER COMPANY 
Portiand, Oregon 
Started: 1859 

In 1859, when Portland was 
one of the West’s young but 
growing cities, Mose Seller, to- 
gether with his son Frederick 
Seller and son-in-law Philip Low- 
engart formed the M. Seller 
Company on Front Street in 
Portland. 

In 1928 the firm expanded into 
California territory by acquiring 
the controlling interest of Hey- 











450 TOWNSEND STREET 


Congratulations 
To HARDWARE WORLD 


On your 50th year of serving the West, from friends who have been in the 


hardware business for twenty-five years. 


With your continued cooperation we look forward to a better future 


... the experience of yesterday to be reflected in tomorrow. 


* SAN FRANCISCO 7, CALIFORNIA 


Colin, Cap 


Telephone SUtter 1-8352 
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man-Weil Company of San Fran- 
cisco, and a year later purchased 
the wholesale interest of the 
Dohrman Commercial Company, 
known as Pacific Housewares. 
With plants at 5th and Bluxeme 
Sts., San Francisco, and at 1300 
Factory Place, Los Angeles, the 
organization had four district 
houses. 

On April 1, 1953, M. Seller 
Company was sold to a group 
headed by Michael Hersh of 
Seattle, Washington. 

From a modest beginning in 
1859, the company today serves 
the entire Pacific Coast from the 
Mexican to the Canadian bor- 
der, maintaining offices in San 
Francisco, Los Angeles, Seattle, 
and Spokane, as well as Port- 
land. 


BASCHE-SAGE HARDWARE COMPANY 
Baker, Oregon 
Started: 1875 

Baker’s first hardware store, 
the Basche-Sage Hardware Com- 
pany, was founded by J. H. 
Parker in 1875, in Baker, Ore- 
gon. Mr. Parker sold the busi- 
ness a year later to Peter Basche 
whose name the company now 
carries. 

D. W. French purchased an 
interest in the business in 1903, 
and effected a consolidation of 
the business with that of C. M. 
Sage, giving the firm its present 
name, 

After Mr. Basche and Mr. 
Sage’s retirement in 1906, the 
firm entered into the jobbing 
business with Mr. French as 
president of the company, up 


until 1946 when he sold his in- 
terest in the firm. 

Mr. Basche’s son, Claude 
Basche, joined the firm in 1917 
as secretary - treasurer, a post 
held until 1946 when he was ap- 
pointed president and general 
manager. 

Fred Basche, the third mem- 
ber of the family to direct the 
firm’s activities, was elected 
president and general manager 
following his father’s death in 
1950. Directing the firm’s sales 
activities is Ray Hindman. 

Eastern Oregon and Western 
Idaho are territories covered by 
the firm. 


MAY HARDWARE COMPANY 
Portland, Oregon 
Started: 1875 

This firm was first established 
as the Texter-May Company in 
1875. In 1908 the partners in 
the firm separated, and Mr. J. 
H. MacKenzie with his two part- 
ners purchased the May interest 
of the firm. A few years later 
the two partners sold out their 
interest in the firm to Mr. Mac- 
Kenzie, and since then the busi- 
ness has been conducted as the 
May Hardware Company. 

In 1950 Mr. MacKenzie bought 
the Bend Hardware Company at 
Bend, Oregon, a 40 - year - old 
wholesale house which was for- 
merly owned and operated by 
Floyd Dement. 

The firm has been located in 
several buildings, all of them on 
Front Avenue in Portland. They 
moved in 1940 to 311-317 S. W. 
Front Ave., the building they 


now occupy. At that time their 
office was at 237 S. W. Front 
Avenue, until May, 1954, when 
the firm relocated the office in 
their warehouse at 311-317 S. W. 
Front. 

J. H. MacKenzie, Jr., succeeded 
his father who died recently as 
president of the May Hardware 
Company, Portland, and the 
Bend Hardware Company, Bend, 
Oregon. 


MARSHALL-WELLS COMPANY 
Portland, Oregon 
Started: 1902 

The Portland branch of the 
Marshall- Wells Company was 
opened in a livery barn on the 
corner of Southwest Morrison 
and Fourth Streets in 1902, just 
nine years after A. M. Marshall 
had founded the firm in Duluth, 
Minnesota. 

The fast growth of the Port- 
land area forced the firm to 
move to larger quarters at fre- 
quent intervals, and in 1910 a 
modern and substantial ware- 
house building was erected at 
Northwest Fourteenth and Love- 
joy Streets, and has remained 
the home of the branch for the 
past 46 years. 

It was the success of this 
branch that encouraged Mr. 
Marshall to establish additional 
branches in strategic centers 
throughout the Northwest. 

The firm covers Oregon, Wash- 
ington, Northern Calif., and 
Southwestern Idaho. 

O. E. Stevens is manager of 
the Portland branch, and W. E. 
Wilson is sales manager. 











MAY HARDWA 


Looking Forward to 1957 when we celebrate 
Our 80th Anniversary Year 


Portland, Oregon 


In Central Oregon, represented by 


BEND HARDWARE COMPANY 


(A recognized leader in sporting goods— 


fishing tackle, guns and ammunition) 


RE COMPANY 
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THE VINTON COMPANY 
Portland, Oregon 
Started: 1906 

The business was started by 
George Vinton in 1906, in Spo- 
kane, Washington, as a tea pre- 
mium firm. After selling the 
Spokane business in 1907, he 
moved to Tacoma and set him- 
self up as a factory representa- 
tive, securing lines containing 
suitable items for premiums. He 
sold premiums to newspapers, 
tea and coffee houses, wholesale 
grocers, and retailers. 

In 1912 he moved to the Cen- 
tral Building at 10th and Alder 
Streets in Portland, and estab- 
lished an office and small show- 
room. The firm leased the Povey 
Building for their warehouse 
and offices at 5th & Flanders 
Street in 1919. 

The building the company now 
occupies was constructed in 1927 
at 5th and Couch Streets, Port- 
land. 


Following Mr. Vinton’s death 
in 1944, Jesse R. Thompson was 
named president, and upon his 
death in 1955, Joe Moylan, who 


joined the firm two years after 
Mr. Vinton’s death, became pres- 
ident. Sales manager is Allen 
Myers. Mrs. J. R. Thompson is 
vice president. 


UTAH 


STREVELL-PATERSON HARDWARE COMPANY 


Salt Lake City, Utah 
Started: 1873 





ee STREVELL~ PATERSON 





The corporate name of the 
company in its beginning in 
1873 was Scott-Dunham Hard- 
ware Company The name was 
later changed to George M. Scott 
Hardware Company, then to 
George M. Scott-Strevell Hard- 
ware Company and in 1902 the 
name was changed to Strevell- 
Paterson Hardware Company, 


the corporate title by which the 
firm is now known. 

Since 1902 the business has 
been strictly wholesale. The firm 
covers the territory of Southern 
Idaho, Utah, Western Wyoming, 
Eastern Nevada and Eastern 

sregon. A branch warehouse 

has been conducted for many 
years at Boise, Idaho, but only 
specialty lines are carried at that 
point. 

A veteron of 52 years with the 
firm, F. S. Walden is president 
and general manager of the firm. 
Directing the firm’s sales activ- 
ities is U. J. Kurhre, who is also 
vice president and merchandise 
manager. 


ZCMI WHOLESALE DISTRIBUTORS 
Salt Lake City, Utah 
Started: 1886 

ZCMI was organized in 1886 
as the Zion Cooperative Mercan- 
tile Institution by Brigham 
Young and a group of Utah’s 
leading merchants, to combat 
“profiteering opportunists” who 
had moved into the territory 
and who were attempting to cor- 
ner the market on scarce goods. 











Woodbury Hardware 


2262 N.W. Nicolai, Portland, Oregon 
Serving Oregon and Washington 


Complete Line of General Hardware, Housewares and 
Paints, Guns, Ammunition, Sporting Goods, 


Fishing Tackle 


Andrew J. Holeomb, Manager 
SALES REPRESENTATIVES 


Jack Allison Rex Crandall Don Gaglia 
Jack Blake Claude Davis Joe Haley 
C. E. Boynton Joe Donkers Tom Hindman 
Dave Brown William Eggert Sam Holmes 
Tedd Foss Ted Hudak 
BUYERS 


Myron Brownlee (sporting goods, guns and ammunition buyer) 
Hoy Pauly (general hardware and housewares buyer) 
Larry Rasmussen (fishing tackle buyer) 


Locally Owned and Independent Hardware Wholesalers 


Company 


CApitol 8-9675 


Cecil Lafferty 
Lyle Smith 
Mert Wauge 
Glenn Whalen 
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The name of the firm has been 
changed to ZCMI Wholesale Dis- 
tributors, and the wholesale di- 
vision’s customers are indepen- 
dent retailers. 

On March 1, 1869, the first 
wholesale store was opened at 
First South and Main Street. As 
the Mountain States evolved 
into a humming area of mining, 
agricultural, commercial and in- 
dustrial activity, the firm’s 
wholesale operations grew. Re- 
quiring more space they ac- 
quired a new building, renovated 
an old one, until in 1950 the 
score of wholesale divisions were 
scattered in almost as many 
buildings in as many different 
locations. 

The operation is under the di- 
rection of H. H. Bennet, vice 
president and general manager 
of the company. 


THE SALT LAKE HARDWARE COMPANY 
Salt Lake City, Utah 
Started: 1889 

On March 2, 1889, Mr. B. F. 
Bauer opened a modest retail 
hardware store on West Second 





South Street in Salt Lake City. 
The rapidly growing company 
was incorporated in 1898 under 


the present name, with B. F. 
Bauer as president. 

The retail store was closed in 
1922, and the company became 
an exclusive wholesale institu- 
tion. 

In 1916 a branch was opened 
in Pocatello, Idaho, which was 
discontinued in 1939. The com- 
pany acquired the Northrup 
Hardware Company at Boise, 
Idaho, in 1927, and have con- 
tinued to operate in that area 
since then. 

Following Mr. Bauer’s death 
in 1937, Charles L. Wheeler, who 
joined the firm in 1909 was 





THE HOUSE OF GIFTS ‘N GADGETS | 


* The best and most in gadgets 


* The best in dealer catalogs 


elected president of the firm. 
Other officers are Howard W. 
Price, vice president and general 
manager, and Oscar Hanson, Jr., 
firm’s director of sales. The ter- 
ritory covered from Salt Lake 
includes all of Utah, the Eastern 
half of Nevada, the Eastern sec- 
tion of Idaho, and the South- 
western part of Wyoming. 


SCHWABACHER HARDWARE COMPANY 
Seattle, Washington 
Started: 1869 

The pioneer Seattle firm of 
Schwabacher Hardware Com- 
pany started in business hand- 
ling groceries, clothing, hard- 
ware, building materials, etc., in 
October, 1869. 

It was nine years earlier that 
the Schwabacher brothers, Louis, 
Abraham and Sigmund, founded 
the original firm of Schwabacher 
Bros., & Co., Inc., in Walla Walla. 
Firm was incorporated in 1888, 
and in 1893 the hardware com- 
pany was incorporated as a sep- 
arate business. The firm’s first 
president was E. C. Neufelder, 
who was succeeded by Sigmund 








| NUSBAUM WHOLESALE 
HARDWARE COMPANY 


* The best in Newspaper Mat Promotions 
5 fae USE "ALL-WEST" MATS 


|... im your newspaper ads. Wholesale Distributor of 
Nationally Advertised Tools 
Housewares—Builders Hardware 


Garden Supplies 


Professional looking ads can be made from 
our single column mats covering over 200 
housewares, barbecue and bar gadgets. 


ALLIED WESTERN 


DISTRIBUTORS, INC. 
555 Howard Street 
San Francisco 5, California 


were oe 871 FOLSOM ST. 
Write for San Francisco, Calif. 


details SU - | - 1153 
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A PUBLICATION LASTS 
BECAUSE READERS 
LIKE IT 





We hope we are building the same 
kind of customer loyalty which 
HARDWARE WORLD has achieved 
among its readers over a 50 year 
span. 

Our admiring best wishes to you. 


Wyoming Hardware Company 


628 West Yellowstone Casper, Wyoming 
EVERYWHERE IN WYOMING 
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Schwabacher who was president 
from 1898 until 1917, when his 
son Leo became president of the 
firm. Following Leo’s death in 
1930, Morton Schwabacher was 
named president, a position he 
still holds. 

Western Washington and 
Alaska are the territories served 
by the firm. 

On October 10, 1956, Morton 
L. Sehwabacher, president of 
the Schwabacher Hardware 
Company, announced the ap- 
pointment of John W. Crane as 
vice president and director; Clif- 
ford G. Knapp, as director of 
sales, and Richard H. Cahan, as 
sales manager. At the same 
time, Peter Wicklander was 
named director of purchases and 
Roy Collins, controller. 

C. E. Winkler, sales manager 
for 15 years, retired October 1, 
1956, after thirty-five years of 
service with the firm. 


WASHINGTON HARDWARE COMPANY 


Tacoma, Washington 
Started: 1872 


— 


The business was established 
as a retail store in 1872 by J. P. 
Chilberg, in what was called the 
“old town,” and in 1880 moved 
to Pacific Avenue in downtown 
Tacoma. 

Came 1912 and H. E. Ander- 
son with Walter Wilson, owners 
of the Palace Hardware Com- 
pany, Tacoma, purchased an in- 
terest in the firm. Mr. Wilson 
sold out to Frederick A. Haines, 
and not long after Anderson and 
Haines purchased a Mr. Knot- 
vold interest to become sole 
owners of the business. 

In 1923 a three-story ware- 
house was constructed on 10th 
and Cliff Streets from which 
both the retail and wholesale end 
of the business was operated. 
The firm also operates from a 
three-story retail store at 918-24 
Pacific. 
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In early 1950, the complete 
wholesale operation was trans- 
ferred to a new warehouse cen- 
ter on one of Tacoma’s busiest 
thoroughfares. 

Herman Anderson, who was 
credit manager and treasurer 
for the organization for a num- 
ber of years, was appointed pres- 
ident upon the death of Fred- 
erick A. Haines. 


YAKIMA HARDWARE COMPANY 
Yakima, Washington 
Started: 1881 

Eight years before Washing- 
ton became a state, Fred Imbrie 
and H. S. Rowe came to the little 
frontier town of Yakima and 
established the Yakima Hard- 
ware Company as a retail store. 
In 1892 Fred Pennington became 
sole owner of the business and 
took on G. S. Rankin as manager 
and W. A. Bell as his assistant. 
These three men, in 1897 in- 
corporated the company with 
Mr. Pennington as president, Mr. 
Rankin as vice president and 
Mr. Bell as secretary. 

Upon Mr. Pennington’s death 
in 1904, G. S. Rankin was elected 
president, Mark W. Pennington 
vice president and W. A. Bell 
secretary-treasurer. 

To meet the demand for a 
hardware distributor service in 
the rapidly growing area, a 
wholesale warehouse was con- 
structed in 1912. Mr. Bell took 
over direct management of the 
wholesale operation. 

Firm serves the territory of 
Central Washington and North 
Central Oregon. from the Cana- 
dian border to Pilot Rock, Ore- 
gon. 

The firm recently announced 
the closing of its retail division 
after 75 years of operation. 
George V. Rankin, president, 
stated that the firm will here- 
after concentrate all its efforts 
on the wholesale phases of its 
dealer, industrial and automotive 
departments. 


JENSEN-BYRD COMPANY 


Spokane, Wash. 
Started: 1883 


The history of the firm dates 
back to 1883 when O. C. Jensen, 
who learned the hardware busi- 
ness in Stockton, California, 
moved his hardware stock from 


| than any other 
| Chalk Line made! 


Work in feet and inches? 
| Read Here 


NEWLY DEVELOPED EVANS 


CHALK line 


line 


4. 














¢ Built-in Plumb Bob tip for 
easy one-man work. 

* Slide action brake separate from 
rewind handle. Automatically 
unlocks on rewind. 

¢ Sturdy die-cast aluminum case 
practically indestructible. 

* Easy to fill. 4 turn screw opening 
— won't come loose accidentally. 

¢ Hook ring for one-man chalking 
and plumbing. 

¢ Rewind handle folds flush. 

¢ Unconditionally guaranteed. ' 

¢ Available with 50-ft. and 100-ft. lines. 


STOCK EVANS 
CHALK CARTRIDGES 
Spill-proof refills 


Perfect for use in any Chalk 

Line. Retail 10¢ each—one full 

ounce and Evans Replacement 
ines—wound on reusable 

plastic reel. 

50 ft. 25¢ retail. 


FAMOUS EVANS 
DOUBLE MARKINGS 


Work in inches? 
Reod Here 
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| war RULE CO. 


| 400 Trumbull Street - Elizabeth, N. J. 
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GRIES Pig. 


CUP HOOKS 


Packaged one 

hundred per box 

in 6 popular sizes, 

Yn" to 14". 

Nickel or brass 

finish. Also 

popular 7%" hooks carded 5 to a card 
in 7 colors and in nickel and brass. 


GRIES E-Z self-screw 
UTILITY HOOKS 


Packaged 50 per 
box. The only 
small utility hook 
for every home, 
store or factory 
use. Bright 
plated finishes. 
Also 2 per card, 
25 cards per box. 


JOBBERS: write for samples and catalog 
pages, prices on GRC's full line of fast 
selling hardware items. 


DEALERS: see your 
obber salesman for 
immediate delivery. 


GRIES REPRODUCER CORP. 


World's foremost producer of small die castings 
132 Beechwood Ave., New Rochelle N.Y. 
Phone: NEw Rochelle 3-8600 
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Chicago and San Francisco to 
Sprague, Washington, and set 
up the Jensen-Byrd Company. 
Henry Brooke, Mr. Jensen’s first 
partner in the firm, after a few 
years sold his partnership in- 
terest to Charles L. Kink who 


| was at that time bookkeeper and 
| credit man. 


After the Sprague fire in 1895, 


| that burned out most of the 


town, O. C. Jensen and King 
came to Spokane and purchased 


| the hardware business of Wol- 


verton and Byrd. In February 
1896 the Jensen-King & Co. 
transferred all their stock to 


| Spokane and incorporated the 
| two under the name of Jensen- 


King-Byrd Co. 

Ownership remained in their 
hands until 1925, when the 
founders sons, Scott and Alvin 
L. Jensen with B. W. Nelson 
purchased Mr. King’s interest 
and changed the name to the 
Jensen-Byrd Co. Scott Jensen 
succeeded his father as presi- 
dent in 1926, and another son 
Alvin was appointed executive 
vice president in 1946. 


The firm covers Eastern Wash- 
ington and the territory extend- 
ing from the Canadian Border 
on the North. 


MORSE HARDWARE COMPANY 
Bellingham, Wash. 
Started: 1884 

Seventy-two years ago Robert 
I. Morse established the Morse 
Hardware Company in Belling- 
ham, Washington. At the be- 
ginning the business was limited 
to a retail trade, but as Belling- 
ham grew and as near-by towns 
sprang up the firm entered into 
the wholesale business. It was 
incorporated in the year 1897. 

In 1901 the founder’s son, 
Cecil A. Morse joined the firm 
and in 1908 became vice presi- 
dent. Upon his father’s death in 
1920 he was named president 
and manager, a post he holds to- 
day. Two brothers of Mr. Morse, 
Charles L. Morse and David C. 
Morse are vice presidents of the 
firm. Conrad E. Barker is sales 
manager. 

The company serves the entire 
northwestern part of the state 
in addition to Alaska. 





While the West is rich in wholesale firms dating back fifty and even 
one hundred years, there are quite a few wholesale firms that have de- 
veloped during the past 50 years. Although many of these firms are young 
in years they are playing their part in the hardware distribution picture 
and are contributing their share in the development of the West. 











ALLIED WESTERN DISTRIBUTORS 


San Francisco, Calif. 
Started: 1947 


This firm which started in 
1947 on a shoestring — $10,000 
in pooled resources, has grown 


| to the point where they are do- 
| ing well over a million dollars a 
| year in gross sales. 


Started by Phil Hewitt and 


| William Brantman, the firm has 


concentrated on wholesaling and 


| merchandising gadgets in the 11 
Western States, as well as in 
| Alaska and the Hawaiian islands. 


The firm maintains sales of- 
fices in the principal cities of the 
West, and cover the territory 
with 19 salesmen. 

They recently moved from 
their Mission Street address to 
555 Howard Street, San Fran- 
cisco, where they now have a 


three-story building with more 
than double the space offered at 
the old location. 

Mr. Hewitt, one of the 
founders, recently sold his in- 
terest in the firm to Mr. Brant- 
man, who became the firm’s 
president. At the same time it 
was announced that B. B. Vin- 
cent Lyon, Jr., had been ap- 
pointed vice president and mer- 
chandising manager. 

The firm publishes two dealer 
promotion catalogs, “Gifts ’n 
Gadgets” and “Gadgetland,” 
which will run over 800,000 
copies this year. 


AMERICAN WHOLESALE HARDWARE COMPANY 
Long Beach, California 
Started: 1922 


In Long Beach, California, 
shortly after World War I, John 
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Haasis established a wholesale 
hardware firm at the rear end 
of the old American Avenue 
Hardware retail store. Shortly 
after, the business was moved 
to 1500 West Anaheim. 

It was incorporated in 1922, 
at which time George Anderson 
and associates acquired owner- 
ship. Aware that many business 
establishments were destroyed 
by fire and earthquakes, Mr. An- 
derson covered the business with 
full earthquake insurance, which 
proved rewarding, inasmuch as 
several years later their build- 
ing was ruined by the March, 
1933, earthquake. 

Active in the management of 
the firm are: Ben Larner, presi- 
dent, who went to work for the 
firm in 1928 as a salesman, cov- 
ering the foothill territory of 
Los Angeles. Others taking part 
in directing the business are 
George Anderson’s two sons, 
Jud, who is vice president and 
treasurer, and Pierre who serves 
as vice president and secretary. 
Upon the death of Mr. Anderson 
in 1950, Mr. Larsen was ap- 
pointed as president of the firm. 


ARIZONA HARDWARE COMPANY 


Phoenix, Arizona 
Started: 1926 


The firm, a division of the O. S. 
Stapley Company, was founded 
in 1926, when an accommodation 
business that the retail store in 
Phoenix started to help other 
dealers, grew into a wholesale 
operation. In 1940 the Stapley 
firm purchased the Arizona 
Hardware Supply Company and 
merged the wholesale division of 
Stapleys with it to form the firm 
as it is known today. 

The firm continued to grow, 
and in 1954 they purchased the 
hardware wholesale division of 
Albert Steinfeld and Company, 
Tucson, which they now operate 
in that city as Arizona Hard- 
ware Company. 

Management of the firm is 
comprised of four sons of the 
founder, O. S. Stapley. They are: 
D. L. Stapley, president; L. E. 
Stapley, secretary-treasurer and 
general manager; T. H. Stapley, 
vice president in charge of sales: 
and Wayne C. Stapley, assistant 
secretary - treasurer. 

Firm covers the entire state of 
Arizona. 
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FLOWER 


50 Foot Roll, 18” Width 


No. 16 Gauge, 2” x 25’ Mesh 


COMPLETE WITH 
14 SLIP-IN STAKES 


ThoHOME FENCING with MORE “SELL” APPEAL 
al 


EASY TO SELL... 

© because it’s easy to put up . . . even ladies 
Easily removed can slip stakes easily into hard or rocky 
for mowing or 
weeding. ground. 





@ because it costs you less and can be sold for 
much less than any comparable fencing. 


e because its smaller mesh — 2” x 2%” — is 
better looking, gives greater protection. 


e because its Galvanized after Welding for 
more rust resistance, longer life. 


@ MORE PROFIT PER SALE — Costs 33% less than old-style fencing to give 
you a bigger profit margin per sale. 
50 foot unit means you lose no time — or profit. There’s no cutting — no fuss 
— no bother! 


Makes attractive 
trellis 
for garage, | 
porch 





breezeway. 


@ MORE HELPFUL SALES AIDS — Everything to help you get faster turn- 
. » Newspaper mats... 
. today! 


over... posters in rolls that make them sell on sight . 
and additional posters for display. Write for free mats and posters . . 


STOCK UP, TOO, ON 
Gard-:N-Beauty 


WELDED-FENCE 


50 and 100 ft. rolls — no cutting! 







MESH — 2” x 2%” 


@ Easy to erect — no stretching! 


@ Has many uses — property dividing lines, gar- 
dens, basement storage, garage partitions, tur- 
key and hen pens! 
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Blue Island, lll. 
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Display cards make 
Bassick’s Hand-L-Hold 
a Self-seller 


Now-—attractively carded for im- 
pulse sales—here is the easy-to-use, 
easy-to-sell Bassick Hand-L-Hold. An 
upward touch sets the broom, mop, or 
tool handle in place. It holds by its 
own weight--can’t mark, scratch, or 
damage handles. And, once folks see 
it work, you can practically start ring- 
up the sale. 


Display-demonstrator 
free with 30-piece order 


That’s where the Bas- 
sick display demonstra- | 
tor comes in. It invites 
attention, lets shoppers 
try out Hand-L-Holds 
for themselves. It will 
spark impulse sales. 

Put the new display 
card package—prepriced 
for self-service sales— 7 
and the handy demon- NA 
Strator near your check-out counter 
and in the houseware section. See how 
many extra sales you pick up. 

Order from your jobber. THE BAS- 
SICK COMPANY. Bridgeport 2, Conn. 

In Canada: Belle- 

TS , ville, Ont. 6.22 


to sa 
hes 
SPAR (6,4 = 


A DIVISION OF 


"MAKING MORE WINDS OF CASTERS . MAKING CASTT#S nO mner 2 ea 
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BUDROW & COMPANY 
Los Angeles, Calif. 
Started: 1932 

Twenty-four years ago, which 
was around the depth of the de- 
pression, Robert G. Budrow 
opened a specialty company sell- 
ing utility baskets, imported, 
locally made, and later on some 
that were made in his own firm. 
As the business prospered wood- 
enware, ladders, washboards, 
ironing board lines were added 
and the firm headed toward the 
hardware field. 

The hardware and housewares 
firm first opened for business on 
Wilshire Boulevard and in 1933 
moved to West 7th Street. As 
the business continued to grow, 
more space was needed, and in 
1937 the firm transferred to 224 
East Third. 

Just this summer the firm 
moved into a new building, that 
is equipped for handling all stock 
with fork lift trucks, at 3161 E. 
Washington Boulevard. 


GAREHIME CORPORATION 


San Francisco, Calif. 
Started: 1933 


This firm started during the 
height of the depression when 
Verne Garehime and Jack Boone 
joined forces to found the Coast 
Hardware Company. The name 
was soon changed to Garehime 
& Boone, and this year the name 
was again changed, becoming 
Garehime Corporation. 

Despite the depression and the 
abnormalities brought about by 
World War II, the firm has 
grown from the start, and has 
had to move to larger quarters 
three times to keep up with the 
growth of business. The last 
move was to 450 Townsend 
Street, where the firm has three 
floors for warehousing and a 
large office. 

Verne Garehime, president of 
the firm, became sole owner 
of the business on April 1, 1952. 
The firm’s general sales manager 
is Ed. Young, who was the com- 
pany’s first employee back in 
1934. 


HONEYMAN HARDWARE COMPANY 


Portiand, Oregon 
Started: 1953 


Honeyman Hardware Com- 
pany, a name that was familiar 
in Oregon hardware circles for 
75 years prior to 1942, when the 


firm went out of business, is 
back in the picture again. 

Ronald Honeyman, a third 
gezcvation scion of the hardware 
family, started his own company 
in July, 1953, and revived the 
old name that had been known 
for so many years. 

Mr. Honeyman started in the 
family firm in 1923 and worked 
in many phases of the operation 
prior to firm’s closing in 1942. 
He continued on in the hard- 
ware field, and prior to starting 
his own business he had been 
sales manager for May Hard- 
ware Company, Portland. 

Richard W. Sanders has been 
sales manager of the firm since 
its inception. 

The firm serves the Oregon 
and Washington territory from 
their 2202 N. W. Savier Street 
address. 


MALLCO DISTRIBUTORS 
Phoenix, Arizona 
Started: 1946 

Firm was established and 
chartered under the laws of the 
State of Arizona, November 14, 
1946, as Mailco Hardware Dis- 
tributors. It was not until a year 
later, on February 1, 1947, that 
the firm actually started opera- 
tions. On February 23, 1951, the 
firm changed its name to Mallco 
Distributors. 

Mallco was originally located 
in the old Dorris Home on West 
Jefferson Street, in Phoenix, 
which was more than 50 years 
old and surrounded by business 
buildings. 

The firm moved their office and 
warehouse to S. 11th Avenue in 
the latter part of 1947. The op- 
eration now covers three city 
blocks bounded on the north by 
Jackson St., South by Harrison 
St., East by 9th Avenue, and 
West by 12th Avenue. 

The organization is headed by 
E. V. O'Malley, son of one of the 
founders, who is president of 
Malleo Distributors as well as 
president and general manager 
of the O’Malley Lumber Com- 
pany. John G. O’Malley, Jr., is 
general manager and secretary, 
and James C. O’Malley is serv- 
ing as vice president. 

The firm covers the State of 
Arizona and fringes on the 
neighboring states of New Mex- 
ico, California and Nevada. 


HARDWARE WORLD 











MONTANA 


MARSHALL-WEiLS COMPANY 
Billings, Montana 
Started: 1920 

Originally a four-story ware- 
house was constructed in Bill- 
ings in 1920, with the salesmen 
and accounts receivable main- 
tained in firm’s headquarters in 
Duluth, Minnesota. The Billings 
operation became a full-fledged 
branch in 1931. 

From the original warehouse 
with 39,000 square feet, six 
salesmen, 12 office people, and 
eight warehousemen in 1920, the 
branch has expanded to a mod- 
ern plant of 90,000 square feet, 
of which 10,000 feet are office 
space and display room, with 82 
employees. 

The present building was built 
in 1950, and offers vast bulk 
storage space with 21 feet of 
height to ceiling rafters. 

Territory served is Montana 
and Wyoming. 

Manager of this branch is F. 
M. Tinseth. Harry Gundry, for- 
merly of Marshall-Wells Seattle 
branch, is sales manager. 


NEW MEXICO COMPANY 


Albuquerque, New Mexico 
Started: 1946 


The firm first opened for busi- 
ness in October of 1946, in Albu- 
querque as building material 
wholesalers, and a short time 
later started handling some 
builder’s hardware and tool lines. 

Last year the firm completed 
a second warehouse to house the 
hardware division. 

John N. Maynard, who has 
been in the wholesale sash and 
door or retail lumber business 
for about 35 years, is president, 
and Curtis G. Maynard, who 
started with the firm in 1946, is 
serving as general manager and 
vice president. 


NORTHERN WHOLESALE HARDWARE 


Portland, Oregon 
Started: 1923 


Founded in 1923 by a group 
of Northwestern dealers, the 
firm now has a membership of 
over 300 independent retail 
stores. 

In June of 1954 the group 
adopted a store identification 
program, which permits the 
group to identify themselves as 
a Home Town Hardware Store. 
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The sales territory of the | 
wholesale firm is divided into | 
seven districts, each represented | 
by a director who is an individ- 
ual hardware merchant and who 
is elected to serve for a three- 
year term. 

Management includes D. D. | 
Foss, who is executive general | 
manager of the firm, and J. M. | 
Scott, firm’s sales manager. 


NUSBAUM WHOLESALE HARDWARE COMPANY 
San Francisco, Calif. 
Started: 1928 

Firm was started in 1928 as 
a partnership by Elwald Solbach 
and Mark Nusbaum, and was 
first known as Solbach and Nus- 
baum, with headquarters at 149 
New Montgomery Street. 

In 1941, Mr. Nusbaum pur- | 
chased the interest of Mr. Sol- | 
bach and became president of | 
the firm. He is assisted by Art | 
Nusbaum who handles the buy- | 
ing of housewares and electric | 
supplies, and by Richard Levy, | 
sales manager. The territory | 
served by the firm includes Cali- 
fornia from Fresno north, and 
the Southern part of Oregon. | 

The firm moved to their pres- | 
ent location in 1933, where they 
had four times more warehouse 
space than was afforded in their 
previous location. On June 30, 
1953, fire all but destroyed the 
firm’s building, which was re- | 
built by December of that year. | 


PHOENIX HARDWARE COMPANY 
Phoenix, Arizona 
Started: 1937 
In 1937 two brothers, Irving | 
and Philip Katzke, formed the 
Phoenix Hardware Company at 
that time near the end of the 
post-war period when customers 
were taking anything they could 
get from the trade as soon as it 
appeared on the shelves. An- | 
other brother, Harry Kay, joined 
the brothers in 1948. The orig- | 
inal building at 2045 East Wash- 
ington Street soon proved inade- 
quate for the business the firm 
was doing in the fast growing 
area, and a year later they trans- 
ferred to 415 East Van Buren 
St. Hardly a year had gone by 
and once again space became a 
problem, and the company 
moved again to 1021 N. 21st 
Avenue to which they added a | 
building in 1951. 
























Here’s a saw 
that is not only 
a natural for 
the home han- 
dyman... but 

is also ideal for 

the plumber, 

mason, electri- 
cian, carpenter 
or farmer. Sell it 
for pipe and sheet 

metal cutting, for 

general wood cut- 
ting, perfect for 
cutting plastic pipe, 
tubing, nuts, bolts, 
etc. 


Ask your jobber 
for the 


ALLWAY LINE! 


ALLWAY MANUFACTURING COMPANY 
New York, N. ¥. 
Sales Representatives 
John H. Graham & Co. Inc. 
105 Duane Street, New York 8, N. Y. 
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Quality Pliers 
Customers Ask For 


When customers who know good 
tools ask for pliers, they invari- 
ably ask for Kleins. Kleins are the 
standard by which other pliers are 
judged . . . backed by almost a 
century of experience. 

Kleins are available in a wide 
range of sizes and styles to meet 
every need. Be sure you have a rep- 
resentative stock of the most popu- 
lar items. 

Aerecently developed selling dis- 
play board on your counter will 
help you sell more of these quality 
tools. Your hardware jobber can 


supply it. 


THIS 
DISPLAY 
WILL 
MAKE 
MONEY 
4 FOR YOU 





DISTRIBUTED THROUGH JOBBERS 


Foreign Distributor: 
International Standard Electric Corp. 
New York 


Tr KLEIN & a 


Air 
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| 


Officers are Irving Katzke, 
president; Harry Kay, vice-pres- 
ident, and Philip Katzke, treas- 


| urer. 


Territory covered is Arizona, 


| New Mexico, Nevada and the 


Imperial Valley of California. 


_ M. SELLER COMPANY 


San Francisco, Calif. 
Started: 1928 


In 1928 the Pacific Northwest 
wholesaler, M. Seller Company, 
expanded into the California ter- 
ritory by acquiring the control- 


| | ling interest of Heyman - Weil 
' | Co., San Francisco. For the first 
_ | year the firm operated as Hey- 


man-Seller Co. The following 


| year the Heyman interest was 


purchased and the name was 


| | changed to correspond with the 


| parent company. 


In 1953, a new corporation was 


| formed to buy the firm. Present 
| officers are Morton B. Phillips, 


president, and William Lans- 


| burg, sales manager. 


In April of this year the firm 


| opened a branch in Sacramento, 





under the direction of Rod 
Adams, who has been with the 
firm for many years and was 
formerly sales manager of the 
San Francisco operation. 

The firm covers California, 
Arizona and part of Nevada. 


J. B. SHERR COMPANY 


| San Francisco, Calif. 
| Started: 1950 


A young firm that was started 


| in 1950 in the Merchandise Mart, 
| is now well on its way in con- 


siderably larger quarters at 466 


| Eighth Street, as a housewares 
| wholesale firm. 





The founder of the firm, J. B. 
Sherr, had been in the house- 


| wares industry for a number of 
| years prior to founding of the 


company. In 1954 his brother, 


| Herb Sherr, joined the business 
| and the firm was incorporated. 


Firm publishes a consumer- 
type catalog, “Good Housekeep- 
ers” each fall, which last year 
had a press run of over 300,000 
copies. 


SLOSS & BRITTAIN 
San Francisco, Calif. 
Started: 1913 

In 1913 the firm of Butler & 
Brittain was changed to Sloss & 
Brittain, when Joseph Sloss, Sr., 
bought into the firm. The firm 


was located on Main Street at 
that time, and in successive 
moves they were located at 77-99 
Beale Street, then 1400 Howard 
Street, and in 1941 they moved 
to 100 Potrero where they are 
located today. 

Destiny of the firm is guided 
by twin brothers, Henry Sloss, 
president, and Joseph Sloss, vice 
president. The two _ brothers 
started in the receiving room in 
1933, and in 1945 they stepped 
into their present positions. 

The firm serves the territory 
from Bakersfield to Redding and 
east to Reno, Nevada. 


SOUTHWEST HARDWARE COMPANY 


Los Angeles, Calif. 
Started: 1912 


A forty-one-year-old hardware 
and housewares firm, The South- 
west Hardware Company, was 
founded in 1912, in Los Angeles, 
California. Thirteeen years later 
the firm moved to 1922-24 East 
Seventh St., Los Angeles, their 
present quarters. 

Today the management in- 
cludes Arne C. Kammeier, gen- 
eral manager, who previously 
had been with the Pacific South- 
west Hardware Association as 
executive secretary. Prior to 
Mr. Kammeier’s association with 
the firm, Harry F. Izenour had 
served as president and general 
manager. 

On May 31, 1956, the firm 
broke ground on the site for a 
60,000 square-foot warehouse 
and office at 13827 South Car- 
menita Road, Norwalk, Califor- 
nia. 


UNITED STATES HARDWARE & PAPER COMPANY 


Los Angeles, Calif. 
Started: 1927 


Max and Sam Abrams started 
the business in 1927 as whole- 
sale paper distributors. In the 
beginning the firm had only 
three employees and 4,000 square 
feet of warehouse space. Despite 
the depression, the firm contin- 
ued to grow and expanded to 
40,000 square feet during the 
early 1930s. 

The Abrams brothers started 
their careers in the hardware 
business in 1937, when they ac- 
quired the personnel of the R. 
L. Craig Co., which had been in 
the wholesale hardware field for 
around 40 years. 

The firm was now able to ex- 
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pand its lines to hardware and 
houseware products, and in 1940, 
due to the continued expansion 
of the business, built a 100,000 
square foot warehouse and added 
55,000 feet a year later. 
Management is under the con- 
trol of Sam Abrams, president; 
Max Abrams, exec. vice presi- 
dent; Ben Abrams, sales man- 
ager, and Joe Abrams, treasurer. 


WELLS & WADE HARDWARE 
Wenatchee, Wash. 
Started: 1915 

Back in 1902 A. Z. Wells, a 
former hardware man from 
South Dakota, moved to the 
small town of Wenatchee which 
then had a population of only 
600 people. A short time later 
he purchased the Orondo Street 
Hardware, and not long after 
joined with A. L. Morris to form 
the Wells and Morris Hardware 
Company. The partnership was 
dissolved in 1914, and in 1915 
Mr. Wells and Mr. Wade filed 































Wade sold out his interest in the 
firm in 1935 to Mr. Wells. 
The wholesaling end of opera- 


lumbia Basin Area. 

L. C. Norlin was named presi- 
dent and general manager fol- 
lowing the death of Mr. Wells 
in 1950. The organization’s sales 
manager is George Graham. 





COMING IN JANUARY 


A Run-Down on 


Scheduled Convention 
And Show Activities 


Watch for This Issue 
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articles for incorporation of | 
Wells & Wade Hardware. Mr. | 


tion developed in the late 1930s | 
and today the firm covers North | 
Central Washington and the Co- | 












Will 
your 
store 
pass 
the 
lighting 
quiz ? 





How much does 
obsolete lighting 
cost you in 
customer attraction, 
impulse sales, profits? 
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You'll find all the answers in 
this Free Fact Book 


Find out how Certified Lighting pays off eleven big profit 
ways; how you can get a free check up and report on your 
lighting. Send today for your complimentary copy of this valu- 
able money-saving Fact Book. There is no obligation. 


CERTIFIED LIGHTING BUREAU 


Send to your nearest Dept. HW 


CERTIFIED LIGHTING BUREAU 
2101 “K” Street, Sacramento 
525 “E” Street, San Diego 
1355 Market Street, San Francisco 3 


Without cost or obligation please send me the FACT BOOKS on 
Certified Lighting for Stores (J, for Offices [7]. 
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for 10) years 


... they’ve been learning the ropes 
with Tubbs superior cordage 


This year the oldest cordage company in the 
West celebrates its 100th year of manufacturing. 


Ever since July 23, 1856 when Hiram and 
Alfred Tubbs made the West’s first rope, Tubbs’ 
cordage products have played an important 
role in the development of western industry. 


Tubbs’ rope sailed with the clipper ships, rode 

the Concord stage coaches, worked in the 
mining camps and on the cattle 
ranges; earning a solid reputation 
for rugged dependability. 


This tradition of service continues 
today in the fishing, lumbering 
and transportation industries—on 
the farm and in the home. 


T FE. CORDAGE 

COMPANY 

SAN FRANCISCO, SEATTLE, PORTLAND, LOS ANGELES, 
NEW ORLEANS, HOUSTON, CHICAGO, NEW YORK 


Master Rope Makers Since 1856 
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WOODBURY HARDWARE COMPANY 
Portiand, Oregon 

The firm was originally an 
industrial steel distributor, until 
1946 when it changed its name 
from the Northwest Steel Prod- 
ucts Co., to its present name, 
and entered the wholesale hard- 
ware field. 

In May 1955, Adsco Indus- 
tries, Inc., Buffalo, New York 
acquired the Woodbury interests 
with operations located in Port- 
land, Eugene and Medford, 
Oregon. ° 

The Schnitzer Steel products 
Company purchased the firm 
from Adsco on May 16, 1956 
and it has once again been in- 
corporated as the Woodbury 
Hardware Company. 

Heading the firm is Fred F. 
Holcomb, president, who has 
been in the employ of Woodbury 
for the last twenty-five years. 
Other officers are Hoy Pauly, 
manager and buyer of the house- 
wares and general hardware 
department, Myron Brownlee, 
manager and buyer of sporting 
goods, gun and ammunition de- 
partment and Larry Rasmussen 
head of fishing tackle depart- 
ment and a buyer. 

Firm occupies a modern of- 
fice and warehouse covering an 
area of 100,000 sq. ft., at 2262 
N. W. Nicolai Street, Portland, 
Oregon, Southern Washington, 
and Northern California are 
territories covered by Wood- 
bury. 


WYOMING HARDWARE COMPANY 
Casper, Wyoming 
Started: 1953 

Wyoming Hardware was 
founded at Casper, Wyoming in 
1953 by the Wyoming Auto- 
motive Company, an automotive 
jobbing firm dating back to 
1920, when it was started by the 
late W. F. Wilkerson, who until 
his death in 1950 was active as 
director of the firm. At that 
time, his son, Ernest Wilkerson, 
succeeded his father as president 
of the firm. 

Other officers of the parent 
organization are W. A. Corson, 
vice president and Neil Imes, 
who is the general manager of 
the firm. Paul J. Manly directs 
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A COMPLETE SAW FRAME How to gross an 


DEPARTMENT for your Store! 


Speci EXTRA $2402% 





YOUR NO. 660 HACK SAW FRAME— 
COPING SAW FRAME DEPARTMENT 


for the master mechanic, craftsman, hobbyist, homeowner 
suited to every purse in every price range... 


53% PROFIT, 


on dealer cost 


Here’s Great Neck ingenuity again at work for you. | 
This Master Hack Saw Frame and Coping Saw Frame 
Display works for you right through store hours — sell- 
ing a complete, top line of the famous Great Neck 
Saw frames. 
One of the world’s largest manufacturers of saws and | 
saw frames, Great Neck frames have the usual built-in | Promote Holt rentals and 

uality existant in every Great Neck tool. The frames . 
ae peicitioely plated a a high finish, ruggedly con- | r elated sales with this compact display 
structed to withstand rough handling. Rust-free plated | 
screws hold frames and handles secure. | Table below shows average yearly income of $2402.00 
Colorful two tone orange and black heavy wire-steel | from renting Holt floor equipment, and sales of related 
display is concentrated into a small area to save your | items in 1,099 paint stores. You may even better this 
valuable space on floor or counter — measures 2434” | figure by proper placement of board. 
wide x 2114” high. A self-contained department 
designed for self service selling, prices are clearly Rentals Mdse. Total 
marked for impulse purchasing. Sander and Edger $536.00 $1,275.00 $1,811.00 


| Polisher 187.00 83.00 270.00 
THE DISPLAY HOLDS: Spinner 137.00 184.00 321.00 


oz. No. 9 Coping Saw Frames retail 65¢ ea. 
: ro No. 50 Hack Saw Frames retail rr ea. | $860.00 = $1,542.00 $2,402.00 
Ya doz. No. 80 Hack Saw Frames retail 1.39 ea. | Display board fits into 3’x5’ space, builds store traffic, 
VY doz. No. 125 Hack Saw Frames retail 2.95 ea. increases sales of repeat items like sandpaper, wax, paint, 
Y% doz. No. 325 Hack Saw Frames retail 2.98 ea. etc. It is designed to display full rental line, plus other 
% doz. No. 28 Coping Saw Frames ..... retail 1.29 ea. | ‘nesiniy aindl eu can “take Giyoursell” See-é-mnatediel- ext 


| 
| of only $19.00—we furnish easy-to-follow instructions. 








WRITE FOR COMPLETE CATALOG Now is the time to get in on this profitable rental busi- 
OF TOOLS AND KITS FOR EVERYONE | ness. Ask your Holt distributor for display board instruc- 
tion sheet, and full details on our money-making rental 


CRRITWRCK ccwceceree on” 
aN AMMAR NC. POD SES? 


669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 
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perfect target for 
ad 10) ob 


SHARK BRAND 


SWEDISH CHISELS 


oo tomer A 
‘ img 
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Sandvik STEEL INC. 


Saw & Tool D 
1702 Nevins Road, Fair Lawn, N. J 
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lf it weren’t for 
APB, I'd be worried 


Big problems don’t bother APB 
brooms, for they’re built tough and 
always ready for heavy duty sweep- 
ing. APB brooms are sold through- 
out the west by all major wholesale 
hardware, dairy, farm, janitorial and 
contractors’ distributors. If the sup- 


the wholesale hardware Divi- 
sion. 

The operation is housed in a 
15,000 square-foot wing adja- 
cent to the firm’s main building 
at 628 West Yellowstone, Cas- 
per. 

On July 1, 1956, the Wyoming 
Hardware Company became a 
separate corporation, according 
to an announcement made by 
Ernest Wilkerson, president of 
the firm. 


CALIFORNIA PEST CONTROL COMPANY 
San Francisco, California 
Started: 1928 

The California Pest Control 
Company was started 28 years 
ago by R. E. Murray specializ- 
ing in the wholesaling of garden 
equipment and supplies. Devel- 
opment was quite a struggle- 
until World War II when the 
influx of new people brought 
about intensified home construc- 
tion and the ultimate interest in 
garden equipment and supplies 
by homeowners. 


Five years later, a Mr. George 
MacLean joined Mr. Murray as 
a partner, and remained in the 
business until his death in 
February 1955. 

In 1951 Wilson G. Miller, 
Clyde Terry, and R. D. Chalmers 
were admitted to the firm on a 
partnership basis and are now 
in active management of the 
firm. 

Mr. Chalmers, directs the 
sales, Mr. Miller is office man- 
ager, and Mr. Terry, a field 
man. Mr. Murray is active in 
the business as a coordinating 
counselor. 

They are also in the process 
of producing a 1957 dealer cata- 
log, which will be ready for 
distribution sometime after the 
first of the year. 

There are a total of 21 per- 
sons employed by the firm, of 
which ten are salesmen who 
cover from Bakersfield in the 
Valley and Santa Maria on the 
Coast to the Oregon line, and 
Western Nevada. 


WYOMING HARDWARE STARTS DEALERS PROGRAM 
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DEALERS AND MEMBERS OF WYOMING HARDWARE COMPANY take 


ply house near you is short on APB 
brooms, let us know and we'll see 
that they are properly supplied. 


AMERICAN 
PUSH BROOM 


fa COMPANY 
La | 


114 FERN STREET 


SAN FRANCISCO, CALIF. * ORdway 3-8891 
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time out from the wholesaler’s first Dealer Sales Clinic for lunch at Casper, 
Wyoming, on September 23. Seven manufacturers representatives held indi- 
vidual 40-minute classes in their respective display rooms to give product 
knowledge, sales and merchandising pointers on their products. Dealers, total- 
ing 45, came from points in Wyoming up to 200 miles from Casper. According 
to Paul Manly, general manager, and Neil Imes, vice president, of Wyoming 
Hardware Company, this is the start of a program to assist dealers of Wyoming 
to do a better job of selling at the retail level. The lines presented and their 
representatives were: Ames Maid, Bob La Torre; Pyrex, Dave Crockett; Rub- 
bermaid, Bob Trowbridge; Revere, C. L. Dornbusch; Mirro, Bill Ragland; 
Dazey-Universal, Ed Wolf; and Ekco, Don Dungan. 
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Continued from page 59 


Independent Has a Future 


BY C. F. FLETCHER 


Sales Manager 
HOFFMAN HARDWARE COMPANY 
Los Angeles, Calif. 


There is no doubt in our minds but that the 
retail hardware store will be in existence ten 
years from now and, if anything, will play an 
increasingly more important part in the retail 
sales field. 

We do visualize changes—some of them drastic. 
The retail hardware store ten years hence will 
employ advanced merchandising methods—self 
service—package hardware—more effective dis- 
plays—organized promotions to combat chain 
store competition—and, most important of all, 
budget selling. 


Package hardware stock (already available in 
some major lines of shelf and general hardware 
and tools), coupled with self-service from well- 
planned, attractive display centers will reduce 
the operational costs of the small retailer by 
eliminating the necessity for repackaging on a 
personal service basis. The added incentive of 
budget selling will bring to the retailer increased 
volume on appliance, garden, tool and housewares 
lines, placing the retailer on the same competitive 
level with department stores and those chains 
who offer credit arrangements to the consumer. 


Yes, there is a future for the independent 
hardware dealer—an increasingly more prosper- 
ous and important one—and the combined efforts 
of the manufacturer, the hardware jobber and the 
independent retailer will assure it. 


There is Nothing So Constant as Change 


BY HURUM E. REEVE 
Reeve Company 
Rivera, Calif. 


“To be or not to be” that is the question facing 
the hardware retailer today. The very existence 
of the hardware store in its present form is 
threatened by internal conservatism and temerity 
....and hard-hitting external competition. 

The chain drug store, the super-market, the 
department store, and the garden shop have all 
taken a substantial share of fast-moving, high- 
profit sales items, which formerly were sold ex- 
clusively through hardware outlets. 

This trend will continue unless hardware re- 
tailers as a group recognize that there is nothing 
so constant as change. It will take foresight, 
imagination and courage for the hardware man 
to survive and prosper in the next decade. 
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Let us look at the merchandising methods em- 
ployed by wide-awake competitors in taking 
business away from the hardware store. First 
of all, the drug chain and the super-market know 
the selling power of self-service. The chain drug 
store sells hammers and saws, and the super- 
market sells electrical connections because the 
merchandise is displayed at eye-level and is in- 
vitingly at hand. 


Secondly, they know that the man who selects 
a gadget from a self-service display, will defend 
his choice against the objections of his wife and 
family. He has not been “sold” the merchandise. 
He has made the selection of his own free will 
according to his best judgment. He, therefore, 
will like his purchase and keep it. The results: 
Satisfied customers . smaller percentage of 
returns. Buyers today.... and even more so in 
the days to come... will want to SEE .. . FEEL 

. and EXAMINE. “What the eye doesn’t see, 
the heart doesn’t long for.” Merchandise that the 
buyer can feel and inspect creates a “sense of 
possession.” When an item is picked up, it is 
three-quarters sold. Remember the adage: “Show 
it and sell it . . . hide it and keep it.” This ad- 
monition does not apply to all hardware dealers 
today. Many of them have incorporated self- 
service units and have modernized ... in step with 
competition. 


However, there is much to be learned if the 
progressive hardware retailer is to prosper in 
the years ahead. 


In analyzing your merchandising set-up, it 
might be a sound idea to remember the story about 
a certain hardware dealer of yesteryear. The yarn 
goes like this: Three small boys came into a 
musty hardware store. The grouchy proprietor 
asked the nearest boy, “What do you want?”’, and 
the boy’s answer, “A dime’s worth of B.B.s.” The 
dealer secured a long ladder, climbed up to a row 
of drawers near the ceiling, took down the box 
of B.B.s. He weighed out a dime’s worth in a 
sack and returned the box to its top resting place. 
He completed the sale, and then turned to the 
second little boy and said, “And what do you 
want?” The second little boy said, “A dime’s 
worth of B.B.s.” 


The proprietor repeated the procedure, in- 
cluding return of the drawer to its high resting 
place. He then said to the third boy, “I suppose 
you want a dime’s worth of B.B.s too?” The retort 
was, “No, just a nickel’s worth.” 


Even in those days how simple it would have 
been for the hardware man to pre-package the 
B.B.s. And how much easier it would have been 
to sell. 








Hardware retailing has changed, yes.... but 
constant change, constant improvement, constant 
innovation... must be the principles for future 
success. The hardware trade can make up lost 
ground by becoming the leader, not the reluctant 
follower ... in merchandising progress. 


In visualizing the ideal hardware store of to- 
morrow, let us look at a few facts today. Hard- 
ware store merchandise should be divided into 
two categories: Service Items and Household 
Items. Service items constitute tools, plumbing 
supplies, building materials and other items that 
are primarily purchased and used by men. 


Household items are sold almost exclusively 
to women. For this reason, the hardware store 
should be departmentalized and divided into a 
service item section and a household item section. 
The service section should invite the man to ex- 
periment and tinker. The store of the future 
will install a model do-it-yourself shop, and other 
special displays that capture the male fancy. 
“How-to” displays of painting, wiring, plumbing, 
carpentry and other skills will boost sales. 


The household division must be made attractive 
to women at all costs. Here is where the hardware 
retailer can get rapid “turnover.”’ No longer can 
you be content with a four-time “turnover.” (To 
get a true picture of your “turnover,” take your 
inventory (cost), then reduce your sales to cost 
and divide.) The household division is where you 
may also do the greatest dollar volume. Remem- 


ber, women make 85% to 90% of all retail pur- 
chases. 


Therefore, the household division of tomorrow 
will take a leaf from the department stores. There 
will be displays of model kitchens, patio displays, 
and other buying-appeal set-ups. Island display 
units and wall shelving will feature companion 
items. Music will do its selling job, too. 


In the over-all store layout, the walking habits 
as well as the buying habits of customers will be 
taken into account. When entering a store a 
customer (99 out of 100), will turn to the right. 
If aisles run lengthwise of the store unbroken, 
the customer will go direct to the display of the 


item desired, select it, and return to the check 
stand. 


Island display units will be placed cross-wise 
in order to break up these long aisles so that the 
customer will walk back and forth throughout 
the store. The eye-appeal of displayed items 
along the way will build extra sales with most 
customers. Proper store engineering to provide 
maximum “customer circulation” will pay for 
itself a hundredfold. 


The hardware store of the future will have 
scientific lighting. Most hardware stores are 
inadequately illuminated. There is little use of 
indirect lighting and many dark corners where 
merchandise is likely to stay unsold for months 
on end. Call your electric power company. They 
will be glad to make a survey, using “foot candle” 
equipment to measure your lighting needs. 


All in all, the hardware store of 1966 will 
incorporate the best merchandising and store 
engineering features of the department store, 
the chain drug, and the super-market. Added to 
this will be new concepts in architecture, display, 
and service.... created with the bold sweep of 
confidence and daring. In such a store the hard- 
ware customer of tomorrow will want to look 
and look and look.... and buy and buy and buy. 


Four C’s Are Still Needed 


BY F. S. WALDEN 


Pres. and Gen. Manager 
Strevell-Paterson Hardware Company 
Salt Lake City, Utah 


In behalf of the personnel of our company, I 
wish to extend congratulations on the Golden 
Anniversary of your very worthy publication. 


Answering your inquiry as to what I might 
think will happen in merchandise methods during 
the next decade, it would take a seer or prophet 
to visualize the trend even if one possessed a vivid 
imagination. 


No doubt selling techniques, merchandise ar- 
rangements, and store management may improve 
as eduction requirements become more exacting 
but I cannot imagine the basic principles upon 
which business is and has been founded in the 
past. will change to any marked degree. 


Character, capacity, courage, and capital will 
always represent the prime essentials toward 
success. 


It wasn’t so many years ago that a man could 
start a hardware store with a capital of only 
$5,000.00. Today $15,000.00 to $20,000.00 is re- 
quired, and if the present inflationary trend 
carries forward, the capital need for starting a 
business will naturally add up to a higher figure. 
Consequently, it is becoming more difficult for the 
individual to start a business of his own. There- 
fore, I am of the opinion that the large chain 
stores and supermarkets will continue to grow 
to the detriment of the small retail dealer. How- 
ever, the trend in that direction has been going 
on for some time past, particularly in the grocery 
business. 
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5% MORE Spray Enamel 


ATLNO ADDITIONAL COST 















OTHER 
KRYLON Products 


® Crystal-Clear perma- 
nent protective coating 

© Stencil Ink Sprays and 

»  Hide-a-Mark cover 

coat 

® Zinc chromate Metal 
Primer undercoater 

® Rust Veto Spray for 
protecting metal 
surfaces 





. . your customers want value . . . quality at a price! Give it to 
them with Krylon! Stock, display, sell Krylon—order today . . . 


sells itself on sight, and . . . a most profitable “repeat sales” 
item, too! 





© guaranteed non-clogging valve 

® good to the very last spray 

® nationally advertised—publicized 

® featured by leading stores—coast to coast 





















Modern Wrought Iron 2 = Say 


DISPLAY RACK 
FREE 


. with the purchase of #16-24 
assortment Krylon Spray Products 
plus 12 giant cans of dealer 
choice. (Rack by itself worth 
$15.00) . . . super silent sales- 
man that will go to work for 
you at once. 


ORDER FROM YOUR JOBBER OR WRITE 


Krylon, Inc., Norristown, Pa. 








Be 
2 
RE 
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El Camino Brand—1-900 
SISAL TWINE 


ALL CELLOPHANE WRAPPED 

TENSIL STRENGTH OF 57 

POUNDS 

@ NOT OILED — ABSOLUTELY 
STAINLESS 

@ ALL PURPOSE TWINE — 1001 
USES FOR HOME, GARDEN & 
INDUSTRY 

@ SMOOTH—PLIABLE. KIND TO 
YOUR HANDS 

@ MIGHTY MIDGET OF THE 

SISAL FAMILY 


—PUT UPS— 


1 LB. BALLS: Approx. 100 Ib. bales. 10 balls per package. 10 
packages per bale. 


Va LB. BALLS: Approx. 100 ib. bales. 12 balls per package. 18 
pockages per bale. 


1/3 LB. BALLS: Approx. 100 Ib. bales. 12 balls per package. 25 
pockeges per le. 





Place your orders now. 
Win sales, profits and friends. 


WAREHOUSES—Sepuiveda, Calif. — New Orleans, La. 
For further Information send for price and catalogue sheets. 
We solicit inquiries on all types of sisal twines. 


For quality and price—write 


A PRODUCT OF 


MISSION CORDAGE CO. 
8928 Sepulveda Bivd., Sepulveda, Cal. 
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PROVEN in SALES! PROVEN in USE! 
NEW ... improved 








self-chalking CHALK LINE BOX 


and plumb bob #125 {_ 











Simple, sure 









Easy-swivel Line-lock 
| handle 
4 New, speed-fill 
slide opening 
(No losable parts) 
. hs serrated 
Plumb / Grip-edge 
Bob 
4 $1.25 list 
with 50 ft. line 


(available with 100 ft. line 
a * at extra cost) 

All the PROVEN action and FAST sales . . . simple, 

trouble-free, fits the hand perfectly, and guaranteed 

against all defects. It’s the greatest box ever! 


: a. CHALK. . . specially prepared in four extra 

Chalk Line Box #190 rich colors, 1-oz, to 50-lb. packages 
with 5O ft. line. . . CHALK. . great tensile strength and maxi- 
$1.50 list. LINE mum snap-action, 50 and 100 ft. pkgs. 








Dealers, for your jobber’s name and descriptive literature, write: 


STRAIT-LINE PRODUCTS, INC. 





P.O. Box 577, Costa Mesa, Calif. 
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There is a further encroachment on the small 
hardware dealer and that is the tendency of large 
operators to set up lines of credit to individuals 
upon somewhat of a consumer credit basis which 
allows a maximum credit limit to the individual 
payable over a six- to twelve-month period with 
what is known as the “add on” feature applicable 
as long as the maximum credit limit is not ex- 
ceeded. This entails the use of tremendous sums 
of capital which the small retail hardware dealer 
is unable to provide. 


However and regardless of the inroads of the 
chain store and supermarket, I confidently believe 
that good opportunities will always exist for the 
independent retail hardware dealer provided he 
is well grounded by experience in the hardware 
business, possesses ample capital, and maintains 
a complete stock of fast moving hardware mer- 
chandise easily accessible to the buying public. 


ee 


IN THE WEST 


—"s 





THIS SPACE SAVER wall panel rack was designed by 
Truman Jones, warehouse foreman, Mallco Distributors, 
Phoenix, Arizona, to carry firm’s wall panel stock in one- 
sixth the floor space formerly required. The manufac- 
turers of the paneling recommend that their products be 
warehoused standing on edge rather than laid flat. To do 
this the firm originally used an “A” frame which ultilized 
too much space. The new unit was constructed from Uni- 
strut material. Each of the many sections of the rack is 
equipped to store several pieces of one particular color 
and one particular size of finished wall panels. 








DO-IT-YOURSELF DISPLAY TIPS 


Created by Bill Haber 
(Builders Emporium, 
Van Nuys, California) 


Windmill Sign 








1. FAN SALES were heavy as wind- 
mill sign attracted attention to the 
display of many electric fans. A candy 
striped pole was cut to fit between 
table and ceiling. At each end a caster 
with wheel removed was inserted into 
wooden plug (with hole in center like 
a spool), which was placed in end of 
pole. This gave the equivalent of a 
bearing at each end of pole. 
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2. FOUR WINGS were stapled to the 
pole. A fan was placed on its back on 
the table and connected. The breeze 
which was trained on the windmill 
moved it. The word “fan” was painted 
on two wings and the word “sale” 
on the alternate two wings. With the 
turning motion customers read: “Fan, 
Sale, Fan Sale.” Such animation at- 
tracts attention and boosts sales. 


3. SIGN IS CHANGED to stimulate 
sales of other merchandise. In this 
case, it was used to draw attention 
to the insecticide table. As the “‘wind- 
mill” sign moved it read: “Fly, Killer, 
Fly, Killer.” An electric fan, on its 
back, was used to move the sign 
around. Fan was obscured by display. 
By changing or decorating it, sign can 
be used many times. 
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The all-purpose 
waterproofer . 


INDOORS 





that sells all-year-'round 


THOMPSON'S WATER SEAL is constantly in 
demand by builder and home-owner alike — because 
TWS is a deep penetrating solution that really locks 
moisture out... that actually seals the pores of all 
porous materials! 


CHECK THESE IN-DEMAND ADVANTAGES: 
Lasting protection for 

STONE 
PLEATHER. 
PePATIOS | 





E. A. THOMPSON CO. INC. western meRcHANDISE MART 


water bounces off like a rubber ball 





Preserves and maintains original surface and tex- 
ture...leaves no film, residue or stain. Increases and | 
holds color depth ...no patchy discoloration. 

Easy to Use: Dip, brush, spray or apply with roller. 
Economical: One gallon covers up to 400 sq. ft. 


To retail @ $1.55 Quart. $4.78 Gallon. Other sizes from 8 oz. 


to 55 Gallons. Cash in on TWS— the all around best seller. 
Write Today for complete information! 


¢ SAN FRANCISCO 3, CALIFORNIA 
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~Mialaflo, 
FREEZE- 
» PROOF 









YARD 


HYDRANTS 


Assure uninterrupted outdoor 
water service the year around. The 
shutoff valve is below the frost line. 
All brass and copper. Valve assembly 
removable. Ideal for homes, farms, 
tourist courts, trailer parks, golf 
courses, factories and cottages. Write 
for Bulletin 1001. 


Order from your jobber 


FORT WAYNE 1, INDIANA 
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Soap a 2's aes eS 


| 





STRATAFLO PRODUCTS, INC. | 





STIKK - STRIP* 
The New Bronze Self-fastening 
FRAME WEATHER STRIPPING 


Just peel the cover, press the adhesive backing to 
the frame of door or hinged sash. No solvent to 
evaporate or oxidize, it stays stuck and how! Sighily 
and efficient, it needs no tools, no carpentry, no skill 
to attach a professional-grade job in a jiffy at one- 
third the usual cost. 


BETTER ORDER YOUR SEASON’S STOCK NOW 
ADHESIVE METALS COMPANY 


1112 West Hillcrest Boulevard, Inglewood, Calif. 
* U. S. and Foreign Patents Pending 
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ANNIVERSARY SPECIAL! of 
AN11. 7-pc. polished brass 


ensemble. Pul-0-Matic Screen. 


ANNIVERSARY SPECIAL! $ 00 
AN13. 7-pce. polished brass 
ensemble. Pul-0-Matic Screen. ET 
Matching filigree fireset. 


Write for complete catalog 


WILSHIRE MFG. CO. 


4865 San Fernando Rd. West « L. A. 39, Cal 
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KING COTTON 


CLOTHESLINE 


TOUGHER 


TIGHTER 
BRAID 


PROTECTIVE 
BAG 


DISPLAY 
PACKAGED 


Send for samples 
giving us your Jobber’s Name. 


105 Duane Street * New York 8, N. Y. 
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SCHEDULE OF CONVENTIONS AND SHOWS 


. 18-15 NATIONAL GARDEN SUPPLY TRADE SHOW, at 
Kingsbridge Armory, New York, N. Y. (Garden Supply 
Merchandiser, 1901 St. Paul St., Baltimore 18, Md.) 


NATIONAL HOUSEWARES SHOW, at Navy Pier, Chi- 
cago. (Dolph Zapfel, sec., National Housewares Manu- 
facturers Association, Room 1140, Merchandise Mart, 
Chicago 45, Ill.) 


INTERMOUNTAIN ASSOCIATION HARDWARE AND 
IMPLEMENT DEALERS CONVENTION, at Hotel Utah, 
Salt Lake City, Utah. (Leon L. Weeks, Secretary, 308 
Continental Bank Bldg., Boise, Idaho) 


44th CALIFORNIA GIFT SHOW, at Merchandise Mart, 
Brack Shops, Ambassador & Biltmore, Los Angeles. 
(George L. Pascoe, Trade Shows, Ltd., 672 South Lafayette 
Park Place, La. 57) 


MOUNTAIN STATES HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, at Cosmopolitan Hotel, 
Denver, Colo. (Francis W. Reich, 1233 Spruce St., Boulder, 
Colo.) 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION MEET, at Davenport Hotel, Spokane, 
Wash. (Malcolm Smith, Secretary, 210 Empire State Bldg., 
Spokane 1, Wash.) 


NORTH COAST RETAIL HARDWARE ASSOCIATION 
CONVENTION AND HARDWARE INDUSTRY SHOW, 
at Senator Auditorium, Seattle, Wash. (Martin W. Danko, 
Managing Director, Rt. 12, Box 109, Fife Square, Tacoma) 


WESTERN CHINA, GLASS, GIFT, JEWELRY, TOY, 
STATIONERY AND HOUSEWARES SHOW, at Civic 
Aud., Sheraton-Palace, St. Francis and Sir Francis Drake 
Hotels, and West. Merch. Mart, San Francisco, Calif. (Kay 
Leber, WMEA, 1355 Market St., San Francisco, Calif.) 


WINTER MARKET, at Western Merchandise Mart, San 
Francisco. (A. Cameron Ball, Western Merchandise Mart, 
1355 Market Street, San Francisco 3.) 


PORTLAND GIFT SHOW, at Public Auditorium and 
Plaza Hotel, Portland, Oregon. (Kay Leber, WMEA, 1355 
Market St., San Francisco 3) 


CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND SHOW, headquarters, Fairmont 
Hotel, San Francisco. (Krueger B. Jacobsen, 122 9th St., 
San Francisco 3) 


PACIFIC NORTHWEST GIFT SHOW, at Civic Aud., 
Olympic and New Wash. Hotels, Seattle, Wash. (Otto H. 
Grigg, Rm. 1120, 416 W. 8th St., Los Angeles 14) 


ALLIED GIFT & JEWELRY SHOW, Hotel Adolphus, 
Dallas, Texas. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., 
Los Angeles, Calif.) 


Feb. 19-21 PACIFIC SOUTHWEST HARDWARE ASSOCIATION, 
convention—Long Beach Auditorium, Long Beach, Calif. 
(Otto H. Grigg, Rm. 1120, 416 W. 8th St., L. A. 14) 


March 8-6 DENVER GIFT & JEWELRY SHOW, at Hotel Albany, 
Denver. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., Los 
Angeles 5) 
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WM. P. SCOTT 


THE THOMPSON-DIGGS COMPANY 
SACRAMENTO, CALIF. 





On November 12, 1906, Mr. Wm. 
P. Scott went to work at The Thomp- 
son-Diggs Company in Sacramento in 
the stock department and_ subse- 
quently in the order department. A 
few years later he spent some time 
in house sales and then became head 
of order department. 

In 1940 he was appointed general 
superintendent and in 1946 he became 
a member of the board of directors 
of the firm. He is a native of Sacra- 
mento, and his hobby is gardening. 


TSE PUNG PO 
Tl SUN HARDWARE 
SAN FRANCISCO, CALIF. 

Mr. Po, an 80-year-old Chinese gen- 
tleman, who arrived in America nearly 
60 years ago, and whose first job was 
with a San Francisco hardware firm, 
is still active in the firm of Ti Sun 
Company. He has served the hard- 
ware industry for half a century. 


SOUTHERN LUMBER COMPANY 
SAN JOSE, CALIF. 


pany, has operated as a hardware 
store in its present building at 861 
Main Street, since late 1904. 

J. Ralph Chapek, the store’s pres- 
ent owner, purchased the business 
from the late Richard H. Butcher on 
Dec. 31, 1989. Present manager is 
Jack Chapek, son of J. Ralph Chapek. 


WINCHELL HARDWARE AND PAINT 
COMPANY 
VALLEJO, CALIF. 


The firm, established in 1883, marks 
nearly three-quarters of a century in 
the hardware field. One of Vallejo’s 
oldest hardware stores, it was oper- 
ated for many years by members of 
the Winchell family, until recently, 
when it was acquired by Willis Clarke. 


ROUGE RIVER HARDWARE 
GRANTS PASS, OREGON 

Fifty-seven years ago George Rid- 
dle joined with W. M. Hair and bought 
a hardware and tinsmith business 
then known as the Hair-Riddle Hard- 
ware. In 1912 the store was moved 
from its former Sixth Street address 
to its present location. Beginning 
with only a few employees and a few 
hundred feet of floor space it has 
grown, and now employs 53 people 
and covers nearly 50,000 square feet. 
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Riddle and his associates sold the 
business in 1935. The firm is owned 
and operated by: E. S. Heydenburk, 
general manager; W. C. Adams, Larry 
C. Adams, A. H. Klassen, W. F. Speers 
and Philip G. Heydenburk. 


Cc. L. RICKARD 


OLIVER-RICKARD HARDWARE 
CENTRALIA, WASH. 


C. L. 
Rickard 





An oldtimer in the hardware busi- 
ness, C. L. Rickard started his hard- 
ware career in 1906 when he went 
to work for the Pacific Hardware 
& Steel Company. In 1909 the com- 
pany opened a Portland Branch to 
which he was transferred. Three 
years later he was covering South- 
west Washington as a salesman for 
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FULLER money-making 
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specials like this . 





s Selling better than ever 

} , because we've added more 

. 5 forge regular screw drivers 

and reduced the quantity 

| of Philips-type drivers. 
Put this “rainbow” bucket next 
ig to your cash register and watch 
| F it SELL! Assortment No. 329-60 
| 
| 
| 
} 





top-quality extra-large mechan- 
ic's screwdrivers retailing at 
only 29¢. ea.—3 for 79c. It's 
even hotter than our No. 31/9 


This firm, which was incorporated 
in 1906, has grown from the modest 
building shown above to one of San 
Jose’s larger outlets. 


Bucket of Screwdrivers. 


keep your business hopping! 


Ask your jobber's sales- 


R Order No. 3297 TODAY— 
man about other Fuller 
Specials 


| i Tl V if E Use that counter 


R space profitably 
S ORDER TODAY 





OTT HARDWARE COMPANY 
SANTA BARBARA, CALIF. 


Ranking as one of the three largest 
hardware stores west of the Missis- 
sippi, Ott’s celebrated their 8ist an- 
niversary this year. 
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CHAPEK HARDWARE 
SANTA PAULA, CALIF. 


One of Santa Paula’s oldest busi- 
nesses, The Chapek Hardware Com- 


| FULLER | TOOL COMPANY, INC. 


3522 Webster Avenue, New York 67 
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the company. He purchased an in- 
terest in the Oliver Hardware Com- 
pany in 1915. On Jan. 1, 1955, he 
disposed of his interest to his son, 
William Rickard. 


HUGH C. RICKERSON 
BELLINGHAM, WASH. 


Hugh C. 
Rickerson 


Hugh C. Rickerson started in the 
hardware business in 1904, with the 
Northwest Hardware Co., Belling- 
ham, Washington. He stayed with 
this firm until 1920, at which time he 
joined the Morse Hardware Company, 
Bellingham, as salesman, a position 
he still holds. 


TWIN CITY HARDWARE 
KELLOGG, IDAHO 


For 50 years the Twin City Hard- 
ware has continued to operate at its 
original site on McKinley Street. It 
was incorporated in 1906, and 18 
years later was taken over by Otts 
Newman, who has operated the busi- 
ness for 29 years. Ownership is now 
held by John Pierce and Ewing Little. 


GOLDEN RULE DEPARTMENT STORE 
GRANTS PASS, OREGON 


The history of the firm goes back 51 
years, when it was started by the 
late Frank Mashman and Frank Jones 
at Grants Pass, Oregon. At present, 
ownership of the store is held by Mr. 
Vannice, who has been a partner and 
manager since 1916, with James 
Adair, Louis and Charles Vannice and 
Joe Harper. 


FLOYD J. HICKEY 


HICKEY BROTHERS 
VENTURA, CALIF. 


In 1904 Floyd Hickey with brothers 
Glenn and Wes started in the hard- 
ware business in Carpenteria, Calif. 
Sixteen years later, the three brothers 
opened Hickey Brothers in Ventura. 


Floyd Hickey became sole owner in 
1938. 


VENTURA HARDWARE AND PLUMBING 
VENTURA, CALIF. 

George L. Baker started his career 
in the hardware business in 1903 when 
he went to work for a hardware whole- 
sale concern in San Francisco. In 
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1918 he left the concern and joined 
his father in operating the Ventura 
Hardware Plumbing Company, which 
his father established in 1879. April 
of this year he retired and sold the 
business. 


J. H. CHRISTMAN 
CHRISTMAN HARDWARE 
KERSEY, COLORADO 

J. H. Christman entered the hard- 
ware field in 1906, when he went to 
work for the Woodsfield Hardware 
Company, Woodsfield, Ohio. In the 
year 1910 he joined the R. W. Isaacs 
Company, Clayton, New Mexico, and 
in 1911 he opened his own store, the 
J. H. Christman Hardware, at Kersey, 
Colo. 


LELAND E. GREEN 
OAKLAND, CALIF. 





LOOKING OVER FIRST ISSUE OF 
HARDWARE WORLD are Leland E. 
Green (left) and his son Leland E. 
Green, Jr., who found an advertise- 
ment in the first issue run by the 
wholesale firm that Mr. Green, Sr. 
was working for at that time. 


Leland E. Green, who operates a 
manufacturers representatives busi- 
ness in Oakland, Calif., in partnership 
with his wife, Ethel, and son Leland, 
Jr., has been in the hardware business 
51 years. 

He started in 1905 with Dunham, 
Carrigan & Hayden Company, whole- 
salers, San Francisco, delivering in- 
voices to their customers. He worked 
in various departments of the firm, 
and eventually went on the road as a 
salesman. In 1922 he resigned to en- 
ter the representatives business, and 
with the exception of a few months 
in the 1920’s when he moved East as 
director of sales for one of his prin- 
cipals, he has been in the west ever 
since. Mrs. Green and Leland, Jr., 
entered the business in 1952. 


HUBBARD BROS. 
MEDFORD, OREGON 


One of the oldest hardware con- 
cerns in Medford, Hubbard Bros. was 
founded in Jacksonville in 1883 by 
the late Fortunatis Hubbard. Shortly 
thereafter, Mr. Hubbard moved the 
quarters from Jacksonville to the 


present location in Medford. Owner- 
ship of the firm has remained in the 
same family since 1883. The present 
owners are Roland Hubbard, Chester 
Hubbard and Robert Hubbard. 


ARTHUR WALL 
F. H. WALL HARDWARE 
PORTLAND, OREGON 

Arthur Wall, who heads F. H. Wall 
Hardware, one of the pioneer busi- 
nesses in the Sellwood-Moreland dis- 
trict of Portland, is celebrating 56 
years in the hardware business. 


POTLATCH YARDS, INC. 
SPOKANE, WASH. 

The firm of Potlatch Yards, Inc., 
was born in the year 1905 with the 
establishment of a lumber mill in Pa- 
lousie. As the Inland Empire of East- 
ern Washington grew, and it became 
necessary to establish retail outlets 
in neighboring communities, the firm’s 
general offices were moved to Spokane. 
The firm now has 50 retail outlets in 
Washington and Idaho, as well as a 
large wholesale operation in Seattle. 


Gold Hammers Presented 
To 50-Year Dealers 





ERNEST ESTWING, holds one of the 
plaques and gold hammers that are 
being awarded to veterans of the in- 
dustry. 


More than 700 hardware dealers or 
their employees have been selected to 
receive the Estwing Gold Hammer 
Award, for a half-century or more 
service to the hardware industry, by 
the Estwing Manufacturing Company. 

The award is a genuine Estwing un- 
breakable hammer finished in 14- 
karat gold, and is attached to a 
beautifully grained plaque with the 
following inscription: “Estwing Gold 
Hammer Award for 50 Years Service 
to the Hardware Industry.” 

The following firms are those West- 
ern dealers who have received or soon 
will receive the award. Each of them 
will also be presented with a Hard- 
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ware World’s Western Hardware 
Fifty Year Club membership. (Some 
of these dealers were mentioned pre- 
viously with an outline of their back- 
ground. Others in this list will be so 
treated in future issues.) 

In Arizona the gold hammer was 
awarded to B. J. Jarrett of the B. J. 
Jarrett Hardware Co., Inc., Phoenix. 

In California 25 firms were awarded 
a gold hammer for 50 years in the 
hardware business. 

In San Francisco awards were made 
to: Oliver F. Bean, Stephen L. Mari- 
ani, Walter A. Mariani, S. Mariani & 
Sons; and Tse Hung Po, Ti Sun Com- 
pany. 

Firms in other California cities who 
received the awards were: Jay W. 
Bartlett, Bartlett Hardware, Berke- 
ley; Allen H. Ferguson, Prentiss Hard- 
ware, Berkeley; Lisle Mecum, Col- 
lier Hardware, Chico; Howard P. 
Meyer, Imperial Hardware Co., El 
Centro; John J. Bermingham, Fisher- 
Glassford’s, Fresno; D. W. Housely, 
Bowen’s Hardware, Fullerton; James 
M. Reed, J. M. Reed Hardware, Glen- 
dora; Chas. Gagliardo, Garrett Hard- 
ware Co., Healdsburg; Fred J. Blue- 
mle, Bluemle & Gibson, Huntington 
Park; A. Whittaker, La Crescenta 
Hardware & TV, La Crescenta; Wal- 
ter Callahan, Callahan Hardware Co., 
Los Angeles; C. M. Burchell, Burchell 


Hardware Co., Marysville; Wm. Tre- 
gallus, Burchell Hardware Co., Marys- 
ville; John J. Kehres, Sr., Arrow 
Hardware Co., Menlo Park; J. Wm. 
Ryan, Menlo Park Hardware Co., 
Menlo Park; Louis Simon, Simon 
Hardware Company, Oakland; Car- 
lisle Skelly, Foot Hill Hardware, Oak- 
land; D. E. Newbert, Simms Hard- 
ware Co., Sacramento; Wisnom Hard- 
ware, San Mateo; Ray Mitchell, Mar- 
ine Hardware Co., San Pedro; R. D. 
Dixon, Dixon Hardware Co., Santa 
Rosa; Paul Behrendt, Sausalito Hard- 
ware Co., Sausalito; Ferdinand Rech- 
nitzer, Beed Hardware, Solana Beach; 
Floyd J. Hickey, Hickeys, Ventura; 
and V. A. Soderberg, Soderberg Hard- 
ware, Yuba City, California. 

In Colorado gold hammers were 
awarded to: G. O. Yeaman, C. N. Yea- 
man & Son, Akron; J. W. Valentime, 
Valentime Hardware Co., Boulder; J. 
R. Lowell, The Lowell - Meservey 
Hardware Co., Colorado Springs; J. 
F. Schmidt, Schmidt Hardware Co., 
Delta; Hugo Oehlert, Geo. Meyer 
Hardware Co., Denver; Gus W. John- 
son, Hamm-Weller Hardware, Long- 
mont; J. A. Ferguson, Ferguson Hard- 
ware, Loveland; Carl D. Curtis, Carl 
D. Curtis, Inc., Silverton; and Joseph 
Byrne, L. O. Byrne Hardware, Wal- 
senburg. 

In Idaho gold hammer awards were 











only. 


Double Acting Type BU9001 


Chicago Spring Hinge Company. 


1500 CARROLL AVE., CHICAGO 7, ILL. 





~ CHICAGO) 
SPRING HINGES 
Spring Hinges of Quality 


Trim and Streamlined . . . the 
“Simplex” Spring Hinge is designed 
te harmonize with the most modern 
requirements in builders’ hardware. 
Application direct to door casing 
without the use of a hanging strip 
is both simple and economical, re- 
quiring a mortise cut in the door 
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presented to: John Van Orman, Salt 
Lake Hardware Co.; Jerome A. P. 
Smith, Smith Hardware Co., Rigby; 
and L. D. Smith, Smith Hardware Co., 
Rigby. 

The awards in Montana went to, 
Thomas L. Owen, L. Price Co., Inc., 
Baker; Edgar Stevens, Marshall-Wells 
Store, Havre; Edw. F. Parriott, Liv- 
ingston Hardware Co., Livingston; 
and W. C. Thrailkill, Sr., Victor Hard- 
ware & Appliance Co., Victor. 

In Oregon the gold hammer awards 
went to Alfred Puusti, Alfred Puusti 
& Company, Astoria; and A. F. Wall, 
F. H. Wall Hardware, Portland. 

Firms in Utah that received gold 
hammer awards were: C. E. Merrell, 
Merrell’s Inc., Brigham; O. E. Merrell, 
Merrell’s Inc., Brigham; and J. A. 
Anderson, Anderson Hardware, Heber. 

Six hardware firms in Washington 
presented with the award are: Bert 
W. (Chip) Groom, Sr., Groom Com- 
pany, Bellingham; C. L. Rickard, 
Oliver-Rickard Hardware, Centralia; 
H. J. Giffey, Giffey Hardware, Che- 
halis; F. L. Dunlap, Dunlap Hardware, 
LaConner; Paul Helmer, Helmer 
Hardware Co., Rosalia; G. A. Kjos- 
ness, Madison Lumber & Mill Co., 
Spokane; and C. G. Jennings, Jen- 
nings Hardware Company, Tacoma, 
Washington. 

The awards in Wyoming went to: 
Henry H. Arp, Arp Hardware & Sup- 
ply, Cheyenne; Ed. F. Bennett, Ben- 
nett Hardware Co., Rawlins; and H. 
Larsen, Lumber & Hardware, Rawlins. 











HIGHEST QUALITY 
SPRING STEEL 
ALWAYS 
HOLDS SHAPE 





Feature and The E-Z TOTER 


Promote these 









Heavy gauge steel * Baked-on 
enamel finish * 4 section sliding 

tray with adjustable dividers 
18”x 6” x 8” * Rigid grip handle. 


KWICKI-RAK eee 


Small parts cabinet * Self stacking * non-slide olign- 


ment * Heavy gauge steel * 12 transparent plostic 
] drawers with built-in handle * Bilve boked-on enamel 
finish © 12%" x 6” x 5%". 
os 


oo 


Deoiers and Jobbers write for catalog of our complete line of 
high profit tool and tackle boxes. 


SIMONSEN INDUSTRIES, INC. 


1414 South Michigan Avenue e 
For Details Circle 62 on INQUIRY CARD 


NOVEMBER 1956 


ee ee ee ee ee 


Chicago 5, Itlinois 


HOLDS SMOOTH 
SURFACED TOOLS 
SECURELY 







PATENTED FEATURE 


ADJUST BY 
PREVENTS CLIP “i 
FROM TWISTING OR TURNING) | 4 SS 


ADJUSTABLE TO FIT A VARIETY OF TOOLS 


Platt clips hold everything . . even their low, low price. These new 
design features make sales easier for you. Four point bite prevents 
turning twisting. Fasten to any woodwork and adjust to size and 
tension by turning screw. Ideal for small tools, brushes, brooms, etc. 
Large assortment of sizes available. 


ARTHUR I. PLATT & CO. 
FAIRFIELD, CONNECTICUT, U.S.A. 
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IN MEMORIAM 





WILLIAM L. LIGHTNER 


PORTLAND—William L. Lightner, 
67, sales manager of the Woodbury 
Hardware Company, Portland, from 
1947 until his retirement in Novem- 
ber 1955, died October 13 at his home 
in Portland, Oregon. 

Mr. Lightner was previously with 
the Columbia Steel Company in Los 
Angeles for five years. Prior to that 
he was employed for many years as 
sales manager for the old Honeyman 
Hardware Company. 

He is survived by two daughters, 
both of New York, a son in San Diego, 
California, and two sisters. 


GEORGE COIL 


PORTLAND—George Coil, 80, own- 
er of the Coil Hardware Store, N. E. 
45th Avenue, died August 18 in a hos- 
pital here. He was born in Mont- 
gomery county, Montana, and for 26 
years was a cattle rancher in Mon- 
tana. He moved to Portland 20 years 
ago. 

He is survived by a daughter, Mrs. 
Frances Hamlett, Columbia, Montana, 
and a son, Percy Coil, Portland. 


JOHN E. FITZPATRICK 


John E. Fitzpatrick, 64, buyer for 


the Union Hardware Company, Los 
Angeles, died Sept. 18. He was a resi- 
dent of Norwalk, Calif. 

He is survived by his widow, Mrs. 
Betty Fitzpatrick; a daughter, Mrs. 
Grace Davidson, and a son, Allan 
Fitzpatrick. 


CHARLES BENNETT 


Charles Bennett, 93, president of 
Daisy Manufacturing Company, man- 
ufacturer of air rifles, died at his 
home in Plymouth, Mich., Sept. 17. 

Mr. Bennett had been president of 
the firm since 1912. His first job with 
the firm was selling fanning mills 
that were produced in his father’s 
factory from farm to farm. When 
the firm started producing air rifles 
in 1888, Mr. Bennett started selling 
them to farm boys on his route. 


WILLIAM O. MILLER 


William O. Miller, 59, partner in 
the Orange Hardware store, Orange, 
Calif., died Sept. 9, at his home in 
Orange. 

Born in Cameron, Mo., Mr. Miller 
moved to Orange six years ago and 
he and his partner, Howard Lathrop, 
purchased the store at that time. 

He is survived by his widow, 
Leveren E. Miller, and a son, Edward 
Miller of Burbank, Calif. 
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NEW PRODUCTS AND FREE LITERATURE sections will be resumed 
in the December issue. Use this inquiry card page 64 to get more 
information about advertised products in this Golden Anniversary 

















ie Details Circle 64 on INQUIRY CARD 








more 


ACCO 


products 


AMERICAN CHAINS 


for Farms, Homes, Industry 
and Transportation 








for Steady Profits all year 'round— 


Buy AMERICAN 
Display AMERICAN 


in this sales-making Stand} 


Sell AMERICAN 


order from your AMERICAN CHAIN wholesaler 


co 


American Chain Division 


AMERICAN CHAIN & CABLE 


York, Pennsylvania * 


Bridgeport 2, Connecticut 
For Details Circle 65 on INQUIRY CARD 











FOWLER MFG. (0. | 


FOWLER 
PORCELAIN 


me 
TRASH BURNER 


A better burner! — built to outlast 
ordinary burners 3 or 4 times. Large 
24 gallon capacity. Burns trash safely 


outdoors. Extra-heavy steel, coated 
inside and out with durable, rust- 
proof porcelain. Can't be tipped by 
wind. Keeps fire intact, above ground; 
no scorching. Priced low to sell in 
volume. 


Write for full details 


2545 S. E. Gladstone St. 
Portland 2, Oregon 
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50-YEAR CLUB Cont. 








WALTER L. SCHMIDT 
DENVER, COLORADO 


EXPERIENCE AND YOUTH operate 
the Schmidt Sales Company, Denver, 
Colorado, an old-time manufactur- 
ers’ representative firm. Walter L. 
Schmidt, the founder, is at left and 
Ronald B. Grannell, who joined the 
firm in January, 1955, at right. 


Walter L. Schmidt started in the 
hardware business in Davenport, Iowa, 
in 1898, worked with various hard- 
ware firms in Kansas City, Missouri, 
Denver, Colorado, Kalamazoo, Michi- 
gan; and returned to Denver, Colo- 
rado in 1920 and started the manu- 
facturers’ representative firm. 

The company handles hardware, 
tools and plumbing supplies. In 1955 
Mr. Schmidt took in with him a young 
man, Ronald B. Grannell, and together 
they handle the business very ably. 


CONTEST UPS SALES 


HAPPY CUSTOMER was Mrs. Thora 
Harper, who won a power mower 
after entering the Resinite Hose An- 
niversary Month contest, recently. The 
mower was awarded to her by James 
Owenhouse, owner of Solano Hard- 
ware, Berkeley, Calif., in his store. 
Altogether, there were 15 lucky win- 
ners of power mowers throughout the 
west sponsored by Resinite Hose and 
Sprinklers. About 1200 dealers in the 
west participated, and they reported 
that their store traffic was noticeably 
increased by the promotion. In addi- 
tion to a chance on a mower, a free 
gift of a metal hose rack was given 
to each purchaser of a Resinite item. 





CALENDAR GIVE-AWAY 


CUSTOMERS signed up for a 
“Lucky” Calendar last year at the 
Truner Hardware Company store in 
Tracy, Calif. Manager Henry Bar- 
boza shows the display used to attract 
attention. More than 2000 customers 
signed up for a calendar during the 
Christmas season, when they were 
made available. Each recipient has a 
chance to win a gift certificate each 
month. Numbers are posted in the 
store and if a calendar holder has cor- 
responding number, he or she is 
awarded the certificate, valued at $25 
in merchandise. Calendar has attrac- 
tive color photo on each month’s 
page, and pocket for receipts. 








Are You Eligible 
for Membership in... 


HARDWARE WORLD'S 
WESTERN 
HARDWARE 
50-YEAR CLUB? 





To Commemorate the 
50th Anniversary of 





HARDWARE WORLD 








we have started this organiza- 
tion to bestow recognition on 
those persons or firms that have 
been in the hardware or allied 
fields for 50 or more years. 
Send the outline history of your 
own professional career or that 
of your company 


TO HARDWARE WORLD 


1355 Market Street 
San Francisco 3, Calif. 
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for the 
best in 
SPRING 
HINGES 


a trademark 


since 1876 








































BOMMER 
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... Presenting the BC-7! 


Most Efficient, Silent 
Door Closer 
in the 
Industry! 


NOW AVAILABLE! 


Here is the completely siam- 
proof door closer with life-long 
silence built in! Designed espe- 
cially for use in Hospitals, Banks, 
Libraries, Offices, Institutions and 
all air-conditioned rooms where 
complete, silent closing is de- 
sired. . . . Versatile, economical, 


100% efficient — needs no lubrication or adjustment! 


Write your nearest BOMMER office for 
specification sheet. 


PRING HINGE CO. INC. 


155 Landrum Highway, Landrum, South Carolina 





aad 








IT’S SO MUCH 
Easier with 


P—iG4 

ve PILFER PROOF 
STIMULATES IMPULSE BUYING 
KEEPS RIGHT SIZE IN RIGHT PLACE 
MAKES INVENTORYING EASY 


CONTACT YOUR JOBBER OR — 
ATER A MEATS 
HENRY L. HANSON COMPANY 


27 UNION ST. WORCESTER, MASS. 
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INDEX TO ADVERTISERS 





(This index is 
cere is taken 


ished as a convenience and not 
index correctly and no allowance 


of the dvertising contract. Every 
Sale eode for rrers or tolere to insert 





Note: Figures in parenthesis () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 64 


when desiring further information 
about advertisement. 
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new GEYER pispLay apps 


GREATER PROFITS TO YOU! 


ROTARY EDGER . 
—TRIMMER 


@ Assortment of three 
most popular models. 


Shipped in carton 
that quickly assem- 
bles to an attractive 
floor display. 


@ Colorful, easy 
to set up, mini- 
mum floor space 
required. 


@You get fast 
turnover with 
big profits. 


or write: — 





lela G7 ..4e) 
ILLINOIS 








roang PAINT THN 

rye i= = 
TURPENTINE & ROSIN FACTORS, IWC, |” me 
SAVANNAH GEORGIA 


a 
stn secs ols 








Economical 
Proven in use 
High Flash Point 
Slow Drying 
Long Leveling 
Pleasant Odor 
Fast Turnover 


Greater Markup 


. Qts., Pts, VoPrs. 
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QUAD-line Typesetting. 
HARDWARE CATALOG _ DIVISION 


Announces a 


“~BUY-PRODUCT™ 
of the SELF-SERVICE PLAN 


FULL PAGE 


SALESMEN 
CATALOG SHEETS 


$41.75 


PER 100 
Plus 25e per eut handling charge 
High Quality Letterpress Printed 

From New Metal Type. 

These salesman sheets are another wonderful example of the valuable 
by-products that sometimes develop from new ideas. 
In addition, the material used on these sheets forms the basis for 
many other money-saving advantages under the SELF-SERVICE PLAN. 
Let us show you how we help you build an up-to-the-minute loose- 
leef catalog and how you can expedite future catalog production. 


WRITE TODAY for full particulars. 
QUAD-line Typesetting — 


~ ae 





Tet. SALESMAN SWEET 
ast 


HARDWARE CATALOG DIVISION 





Address Correspondence to: 212 East 3rd Street. Los Angeles 13. Callfomia 
PLANI—245 E. Garvey Ave., Monterev Park, Calif. (7 miles from Les Angeles) 
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SKATES 


¥ PRODUCT-WISE 
4 PRICE-WISE 


/ PACKAGE-WISE 
me Me od 10) a A) 


See your Globe-Union 


Giose-UNION 


MILWAUKEE 1 wis 


Shipping Points — 
Milwaukee, Wis. * Denville, N. J. © Los Angeles, Calif. 
For Details Circle 75 on INQUIRY CARD 
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FOR SALES 


Producing Hardware, Steel and 
Industrial Catalogs 
Call 
Western Catalog Service 

(Established in 1942) 
Catalog compilation and production 
letterpress or offset processes. Tam 
C. Gibbs, Publisher, 2010 Center 
Street, Berkeley 3, Calif. Phone— 

AShberry 3-2321 





INTERIOR DECORATION 
HOME STUDY 
Announcing new home study course 
in Interior Decoration. For profes- 
sional or personal use. Fine field for 
men and women. Practical basic train- 
ing. Approved supervised method. 
Low tuition. Easy payments. Free 
booklet. Chicago School of Interior 
Decoration, 835 Diversey Parkway, 

Dept. 5518, Chicago 14. 


FOR SALE 
Hardware and Paint Store, Denver, 
Colorado. Downtown location, old es- 
tablished store for 39 years. Excellent 
reputation. Owner wants to retire. 
Jack Scott Hardware Company 1322- 
15th Street, Denver 2, Colorado. 








POSITION WANTED 
Contract Builders. Hardware Man. 
Estimator and Salesman would like 
position Western States. Address Box 
A-873, care HARDWARE WORLD, 
1355 Market St., San Francisco 3, 
Calif. 











Announcements in this section are inserted at the rete of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








PATENT FOR SALE 
Small Hand Tool — with dies and 
cuts—Will sell out-right. Absolutely 
nothing else like it on the market. Sel- 
ditch Hardware, Fifth St., Below On- 
tario St., Philadelphia 40, Pa. 





FOR SALE 
Pipe Clamps Galvanized and Steel 
Threaded Rod. Jerry J. Javurek, 4144 
West Roosevelt Road, Chicago 24, Ill. 








ATTENTION WESTERN 
MANUFACTURERS 


Manufacturers representative would 
like to have hardware, tools, garden 
line or housewares for state of Ohio. 
Calling on jobbers, large hardware 
stores and department stores. Ad- 
dress: Box A-888, care HARDWARE 
WORLD, 1355 Market St., San Fran- 
cisco 3, Calif. 





EXCEPTIONAL 
OPPORTUNITY 


for General Retail 
Hardware Store 


LOCATE IN BIG 
NEW KEY BAY AREA 
SHOPPING CENTER 


Exclusive to best qualified 
lessee. New East Bay Shop- 
ping Center with 50,000 Plus 
pop. in immediate area. Tre- 
mendous growth potential. 
Write, phone or wire! 
Mr. George 
Jefferson 7-4000 








P. O. Box 328, Hayward, Calif. 





WINS TRIP TO GIFT SHOW 





WINNER OF ROUND-TRIP TICKET 
to the next California Gift Show, via 
the mode of transportation of her own 
choice, Miss Brownie Joerg, Mac- 
Namara’s Hardware, Merced, Calif., 
is shown at the Buyers Breakfast 
during the July show. Shown (left to 
right) are: Ernie Wiley, chairman of 
the Gift Show Committee, Harold 
Peary, the original “Great Gilder- 
sleeve,” who was master of ceremonies 
at the breakfast, and Miss Joerg. 


———— 


| buy and use 


| CHRISTMAS SEALS. 


fight tuberculosis 




















7 sizes for every need Pate. 


DOMES oF SILENCE 


REGULAR Made with exacting care from the finest steel available. Extra case 
= hardened. Excellent mirror finish, plus a heavy nickel 





REMCO 








Be Sure and Stock 


Bakelite Furniture 
Rests and Caster 


One oy ag : el a Cups. 

3-color x. | Kes 

in a 3-color display Shatterproof 
carton. BIG Sellers 


FURNITURE LEVELER> 


Adtuctah! Cc. he. 
' 





tion Leveler and Glider 
for Uneven and Un- 
steady Furniture. 


SIZES—i" base, 4 on 
card; 1'4", 2 on card; 
1'/,"", 2 on card. Drive 
into universal socket or 


5/16" hole. Kc 











SIZES: I'¥,", Ie", %", 
%", %", he", %". 
Ask your Jobber or write— 











DOMES ~ SILENCE 










ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


one set of 4 - 


a 
-color 
card 


RUBBER-CUSHIONED! 
GLIDE 


SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 

SIZES AND TYPES 
FOR ALL WOOD OR METAL FURNITURE. 
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Pi nal ne biantes, 











makes the difference 
in sales! and in action! 














4 


NO 
Piueh- ile locked 














Utica’s SELECT-0-LOCK will add sales magic to your 
tool department. 


There’s no more slipping or resetting with SELECT-0-LOcK. Lock 
it—unlock it with one hand. Push the magic button and wrench 
stays locked at the desired position—just like an open end 
wrench. Pull the magic button and it’s a conventional adjustable 
wrench. And it’s built for rugged use—the magic button will not 
accidentally push in and unlock the wrench. SELECT-O-LOCK is 
just what your customers have been looking for. 


The 6, 8. 10 and 12 inch sizes of SELECT-0-LOCK are priced at 
$2.20, $2.56, $3.28 and $4.80 respectively. 


Order from your hardware distributor today and add magic 
to your sales. 


*PATENTED © Th A 
® 


Utica’s New 


Seeet-O Lock’ 


Locking Adjustable 
Wrench 


THE HALLMARK OF QUALITY 


UTICA DROP FORGE & TOOL 


Division of Kelsey-Hayes Wheel Co 
Utica 4, New York 
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MARK-UP 


JOIN 
FORCES 
WITH 


WARP'S 


° and keep the 


Window Mate- 
rial Business at 
home . .. where 

it belongs, in- 

stead of losing it 
to out-of-town 
Mail 

Order 

Houses. 


a 


NATIONAL ADVERTISING IN WARP’S 


HISTORY WILL BRING MORE FOLKS INTO 
_— YOUR STORE THIS YEAR THAN EVER BEFORE 
YOUR customers will be asking for EASY-ON’S, Genuine 
FLEX-O-GLASS and other Warp’s Window Materials. Be sure you 

have a Good Supply of Warp’s on hand... The largest selling 
window materials in all America. 


' 
1 a WO? DRY wing a 
~ fe if 
we {ct 
« \ squwe eronei® 
AH L_O-GLASS 
ar 
aw THE cost oF 


window ~ | 
@ GLASS - 
on . 
’ 


avi N"\\ 


" att 


ADS will appear in 
thousands of Daily and 
Weekly Newspapers... 
Throughout the 


HUNDREDS 
OF RADIO 
NEWSCASTS 
will be telling peo- 
ple to get Warp’s 
‘39c Easy-On Kits 
or Genuine FLEX- 
O-GLASS 

from their 


Posters like this come in every 
carton of “ pe to put up 

in yer yor noc he uring 

during Cold Weather. At this time of year, Octet and Movember to, tis 
check your "Warp’s" stock Daily. Don't miss sales! Kavesing Program. " 


RELIABLE JOBBERS EVERYWHERE 





CII ATTY. 5) 


